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IESE two clients Carried off top honors 
All-America Family Group , . 
Deservedly, too, for the newly designed 
Packages are most distinctive. Wirz js 
Proud to have Participated in produc. 
tion of the new Shaving cream tubes 


Seven similar Participations 


in six Wirz Tubes are 


years, prize 
timber. More important, Wirz Tubes 
4re sales timber, Write us about your 


Packagj "& problem, 


Meta; Tubes 
Linings 
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S and G De Pasquale 
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GOLD ANCHOR BRAND 
LEMON, ORANGE AND BERGAMOT | 





BSOLUTELY ideal climatic conditions for the growth of choice citrus fruits 
means—Sicily, the garden isle. 
And genius and experience in the hand-pressing method of citrus oil 


production means—S and G De Pasquale. 


Applying the Ungerer formula for quality (choice raw materials plus expert 


ability), and in this case, you get Gold Anchor Citrus Oils. If you want to anchor 
to stability and quality, specify Gold Anchor Brand : j 

5 ’ : Exclusive American Distributors 
Orange ... Lemon... Bergamot. 


Premium Quality Bergamot 40/42% ING 15 RR 5 IRR te Gt OU) 
—of especial value to perfumers! 


13-15 WEST 2¢( NE VY 
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IT COMES FROM |MYSORE: 


HE World's finest Sandalwood—Santalum Album (Linné)— 

is grown in the State of Mysore. The Oil richest in Santalol 
comes from the Heart-wood, and nothing but selected Heart- 
wood is used for the production of MYSORE OIL. 


This, together with scientific distillation, accounts for the univer- 
sally recognized superiority of Mysore Oil, and is why Mysore Oil 
is always taken as the standard measure of quality. 


There is no satisfactory substitute 
for the perfume value imparted by 


Genuine Mysore Sandalwood Oil. 


Most perfumers and soap manufacturers prefer to use natural 
products; due to uncontrolled supplies, prices often advance 
to such a point that they have to limit the use of natural prod- 
ucts and use cheaper synthetic materials with varying success. 


This situation will not develop in the case of genuine Mysore 
Sandalwood Oil. The Forest Department controls the cutting of 
trees in such an intelligent and farseeing manner that large or 
potentially large users of genuine Mysore Sandalwood Oil are 


assured adequate supplies at reasonable prices at all times. 
Sole Agents for 


the United States a 


W. J. BUSH & CO., Inc., Distilled at our Linden, N. J., plant and offered only in original 


New York sealed and numbered containers. 
* 
S | A t “a . S 2 ? 
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W. J. BUSH & CO. 
(Canada) Ltd., W J 3 C 
ters H « CO 
ontrea anada b US & ; 
INCORPORATED 
Essential Oils .. Aromatic Chemicals . . Natural Floral Products 
NEW YORK, N. Y. 


London . Mitcham ° Messina ° Grasse 
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GEORGE LUEDERS <1. 


427-429 WASHINGTON ST., NEW YORK 


factory: Brooklyn... branches: Chicago, San Francisco, Montreal, Mexico City 


Established 1885 


OUR SPECIALTIES 
* 
TONQUIN MUSK 


from CHINA 


CIVET SPECIAL 


from ETHIOPIA 
= 
Of our own manufacture 

OIL CARDAMOM OIL PATCHOULY 
OIL CELERY OIL NUTMEG 
OIL CLOVES OIL OPOPONAX 
OIL CORIANDER OIL OLIBANUM 
OIL ORRIS CONCRETE OIL ORRIS LIQUID 

OIL SANDALWOGD 


LINALOOL) Jom prem fowood 


from Brazilian Rosewood 


Sole Agents for 


CAMILLI, ALBERT & LALOUE 
GRASSE, FRANCE 


Manufacturers of the famous 


MAXIMAROMES 
The World’s Finest Natural Flower Essences 


Published monthly by Robbins _Perfumer Company, Inc. Publication office, Chestnut & 56th Sts., Philadelphia, Pa. [Editorial and Executive offices, 


9 East 38th St., New York, Subscription price $3.00 a year U. S. A. and C anada; Foreign $4.00. Volume 38, No. 3. Entered as second class 
matter at the Fost Office at Philadelphia, Pa., under act of March 3, 1879 
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Radiates Protits ... 


HELFRICH Radiance Lipstick packs a 
sales punch that creates extra profits for 
you. Its super-lustre (regardless of shade ) 
immediately attracts women. Its lasting 
glow and silken smoothness holds them— 
keeps them coming back for more. 


Radiance Lipstick is non-greasy, non-toxic. 
We make private brands exclusively. We 


The Helfrich Line of Radiance Cosmetics incl 
EYE SHADOW ® POWDER COMPACT 


HELFRICH 


Repea tedly! 


and does not dull or “sweat” with age or 
exposure. Like all HELFRICH exclu- 
sively private brand cosmetics, Radiance 
Lipstick is manufactured in conformance 
with the existing regulations of the Fed- 
eral Food, Drug, and Cosmetics Act. 
Write or wire today for samples. 


do not compete with those we serve. 


; COMPACTS @ CREME ROUG 
” iCE POWDER 9 COSMETIQU 


Laboratories 


m iy 


HELFRICH LABORATORIES ® 564-570 West Monroe Street, Chicago 
HELFRICH LABORATORIES of N.Y. Inc., 30-34 West 26th St., New York 


HELFRICH LABORATORIES OF CANADA, 
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Ltd., 690 King Street West, Toronto, Ontario 


CABLE ADDRESS: HELFLABS, NEW YORK 
CHICAGO 


TORONTO 


BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif 


Product Liability Insurance by Lloyds of London 








PRECIPITATED © CHALK 


A. every phase in its manufacture, Snow Top precipitated chalk is 
carefully guarded from every possibility of contamination, by modern, 
specially designed equipment. As it progresses from the raw material 
to the finished product, Snow Top is given a rigid chemical exam- 
ination no less than ten times, through which efforts we are 
able to guarantee to the consumer the highest quality ma- 
terial. e Further precautions are taken to safeguard the 
high quality of Snow Top by submitting samples peri- 
odically to well-known analytical laboratories 
to check on the reports of our own chemists. 
These are only a few of the reasons why 
we say that no finer chalk than Snow 
Top is made. e If you manufac- 
ture a product requiring precipi- 
tated chalk, write or phone Bt: 
today for our 48 page i 
trated booklet s. booklet “Precipitated eA <> oy Lo» 
"Precipitated P Chalk for Ameri- ow Ss em 


Chalk for .° can Industry”. 


Write for our 


48 page illus- 


American In- rr ‘ 


SEO Koon UO Lopate 


PRECIPITATE D 


INDUSTRIAL CHEMICAL SALES Division west Virginia Pulp & Paper Co. 230 Park Ave., N.Y.C 
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We don't like to 


blow our own horn— 





Bb U T we think our perfume compound 


department is second to none in 


the industry! 


x 
i I you are not already one of our 
satisfied customers, just try some 


“PD & O” odors in your products 


A N bD compare them with any others that 


are offered at equal or higher 


prices. 
We can assure you there will be no IFS, ANDS or BUTS 
about your final decision in favor of “D & O” quality! 
& 


In addition to “D & O” compounds, we are headquarters for 
de Laire Aromatic Chemicals and Perfume specialties 
“J. M. & B.” Natural Flower Products 


Samuelson’s Ambreine, the original “Opoponax” note 


DODGE & OLCOTT COMPANY 


Iso VARICK STREET, NEW YORK, N. Y. 
BOSTON @ CHICAGO e@ PHILADELPHIA e@ = ST. LOUIS  @ LOS ANGELES 


Plant and Laboratories .. . Bayonne, N. J. 
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This is o develop- 


ment which should 


be of interest to all 


perfumers as a valu- 


able specialty. 





VAN AMERINGEN-HAEBLER, INC: 
, 315 FOURTH AVENUE, NEW YORK CITY 





Sold to the American Market Exclusively by 
DODGE & OLCOTT COMPANY FRITZSCHE BROTHERS, INC. 


180 VARICK STREET, NEW YORK, N. Y. 76 NINTH AVENUE, NEW YORK, N.Y. 


Distributors for 


CALIFORNIA FRUIT GROWERS EXCHANGE 


PRODUCTS DEPARTMENT, ONTARIO, CALIFORNIA 


PRODUCING PLANT: EXCHANGE LEMON PRODUCTS €CO., CORONA, CALIFORNIA 
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TO THE BUYER! 


) 

HE average buyer, today, is smarter and more discrimi- 
nating in his purchases than his predecessor of twenty, ten, 
or even five years ago. He soon learns, for instance, whether 
a firm is more eager to sell than to serve, more concerned 
about its own profit and advantage than about its customers’. 
He learns, too, if there is integrity and ability in its manage- 
ment, if there is sincere and determined effort to give satis- 
faction and service, and if there is honesty and value in its 
products. And when he knows these things he places his 
purchases accordingly. 


The intelligent buyer, therefore, is an asset not only to his 
own firm but to those clamoring for his favor because he, 
alone, can demand higher standards—and get them! 


Such buyers afford our own representatives their pleasantest 
and most fruitful contacts because they do recognize and 


reward good quality and service. 


FRITZSCHE BROTHERS, Inc. 


ty oe 
yo 
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FOR YOUR CREAMS 


This is a modified version of the ENFLEUR base—highly 
stable, non-discoloring, non-irritating to sensitive skins, and 
made to meet the cost requirements of the average cream. 
Try it in your product; let its clean, refreshing fragrance 
lend new impetus to your sales. 









> 


L.FOR YOUR FRAGRANCE 
|..FOR YOUR PRODUCT! 
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ES, many an encore . . . . many a repeat sale for products deriving 


their fragrance from FRITZBRO ENFLEUR. 


This delightful specialty embodies the mingled perfumes of many flowers- 


the spiciness of dianthus and carnation, the depth and subtlety of rose, and the 


unfailing appeal of lilac. Beneath these dominant notes you will detect the 
faint suggestion of other florals, too. The result is a perfume of rare beauty, 
freshness and vitality—one that assures an original effect whether employed 


alone or in combination with other blends. 


RI a a eg ER oe ere nee 


ENFLEUR is less costly to use than many a cheaper product because so little 
goes such a long way. Its choice, skillfully blended ingredients make for 


intensity, stability and persistence—hence economy. It is one of our finest 


Swen ry wee 


specialties! Why not let us send you a sample that you may judge its worth 


by personal observation. J 








FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW YORK, N. Y. 


BRANCH STOCK 5S 
BOSTON CHICAGO LOS ANGELES ST. LOUIS TORONTO, CANADA MEXICO, D. F. 
. PACTORIES At CeLreTON, N. J. AND SEtLEANS (VAR) FRANCE 





HELIOTROPE FLEURS 
CONCRETE 


FRAGRANCE indispensable to the makers of fine per- 
fumes . . . a product to inspire new, novel and delightful effects! 
HELIOTROPE FLEURS CONCRETE is a product of pure 
research—not a finished perfume, but rather a specialty to be 
used in the blending and finishing of floral compositions or as 
a basic heliotrope note. It is stronger and more economical 
than heliotropin, and truer to the natural flower. It is highly 
soluble in alcohol, blends readily with most floral compositions, 
freshens, intensifies and fixes. In our opinion it has no rival in 
odor quality and but few to rival its usefulness and versatility. 


Write for free testing sample—and COMPARE! 


FRITZSCHE BROTHERS, Inc 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


BRANCH OFFICES: 
ATLANTA, GA. COLUMBUS, O. NEW ORLEANS, LA. PHILADELPHIA, PA. SAN FRANCISCO, CAL. 
508 Standard Building 21 East State Street 813 Louisiana Building 12 South 12th Street 1325 Howard Street 
BRANCH OFFICES and STOCKS: 


BOSTON, MASS. CHICAGO, ILL. LOS ANGELES, CAL. ST. LOUIS, MO. 
206 State Street 118 West Ohio Street 816 West 8th Street 308 South 4th Street 


FRITZSCHE BROTHERS OF CANADA, LTD. PRODUCTOS FRITZSCHE ores S. A. 
77-79 Jarvis Street, TORONTO, CANADA Mesones 24, MEXICO, D. 


FACTORIES AT CLIFTON, N. J. and SEILLANS (VAR) FRANCE 





In addition to swivel and automatic 
lipstick containers, Bridgeport pro- 
duces a wide variety of slide-type 


cases for the popular priced field. 


The 


BAIDGTPORT 


METAL GOODS MFG. CO. 
ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT 2 Tel. Bridgeport 3-3125 


VANITY CASES ® ROUGE CASES *® PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS ® EYEBROW PENCIL HOLDERS @ BOTTLE CAPS ® JAR CAPS 
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The New Legislation 


DEMANDS 


@ FACTORY INSPECTION—The new Federal Food, Drug and 
Cosmetic Act gives FDA officials the right to inspect any and all 


manufacturing plants. 

APLI welcomes such inspection, not only by the government, but 
by any other interested parties. The high standards of cleanliness 
and efficiency maintained in the modern, up-to-date APLI plant 
have made many visitors say: “This is ¢ruly a model for the industry!” 





@ COLOR CERTIFICATION — Because our laboratory is recog- 
nized as one of the largest users of colors in the world, leading color 
manufacturers have been in collaboration with our technicians for 
more than a year, in anticipation of these new regulations. We are 
fully advised as to the work of the T.G.A., Bureau of Standards, 
and other authentic bodies in connection with colors—particularly 


On eeepc ete 


as to their ultimate cosmetic certification. 


@ PURITY AND HARMLESSNESS — Over a period of years APLI \ 
has established contacts with dependable sources of supply. As a 
further safeguard, all materials used by APLI are carefully checked 
by our control laboratory—and continually re-checked during every 

step of processing. The purity and harmlessness of APLI-made prod- 

ucts are guaranteed. 


@ LABEL CLAIMS—AII APLI formulae are designed to come safely 
within the standards of the new legislation, and ingredients can be 
listed on labels, where this is required. APLI clients are fully pre- 
pared to meet the provisions of the new formulae restrictions—as 
well as to take advantage of all allowable exemptions. 


@ DEPENDABLE DELIVERY—The automatic machinery and flex- 
ible set-up of the APLI plant assure prompt delivery and protection 
from costly delays. APLI delivers on time. 


You are cordially invited to send for samples of APLI 


products for comparative tests on all points 


iaiaige aanwaeiseins aaa | 


LIPSTICKS APLI - ROUGE SUPREME - FACE POWDER APLI j 
MASCARA APLI - EYE SHADOW APLI 


AMERICAN PERFUMERS’ LABORATORIES, Inc. | 


MAKERS OF THE WORLD'S FINEST COSMETICS + PRIVATE BRANDS EXCLUSIVELY 


30 ROCKEFELLER PLAZA, NEW YORK, N. Y. 
(IN CANADA: 1015 ST. ALEXANDER STREET, MONTREAL, QUEBEC) 
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RY THESE SPEC 


Compagniz acento, ol UC. 


Executive Offices and Laboratories: CROTON-ON-HUDSON, N.Y. 


NEW YORK CHICAGO DETROIT SEATTLE LOS ANGELES 
SAN FRANCISCO PHILADELPHIA TORONTO 
COLOMBES FRANCE LONDON, ENGLAND 
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STYLE P1I07 


STYLE U1085 





STYLE 371 


STYLE 371 —Available in four sizes 


DESIGN PATENTS 100,368; 102,859 


Capacity Finish 


3 oz.* 400-20 mm. 
3 oz. Tapered* 400-20 mm. 
4 oz. 410-20 mm. 
6 oz. Tapered* 400-43 mm. 


STYLE P-107—Available in two sizes 
4 oz.* 410-28 mm. 
8 oz.* 410-28 mm. 


STYLE 1100—Available in two sizes 


DESIGN PATENTS 67,807; 67,808 


4 oz. Talc Small Klik-Tite 
5/2 oz.* 400-22 mm. 


STYLE 355 —Available in four sizes 


DESIGN PATENT 93,116 


Capacity Finish 


2 dr. 425-8 mm. 
4 dr. 425-13 mm. 
oz. 425-15 mm. 
oz. 425-15 mm. 


STYLE U-1085—Available in two sizes 
4 oz. 410-18 mm. 


5 oz. 415-18 mm. 


STYLE 393—Available in two sizes 
1 oz.* 400-28 mm. 


2 oz.* 400-33 mm. 


*Not regularly carried in stock; ask us for quotations. Sizes illustrated are underlined. 


CARB-LOWBEY Glass Go. 


FACTORY AND MAIN OFFICE: BALTIMORE, MARYLAND 


NEW YORK OFFICE: 500 Fifth Avenue, Phone: Chickering 4-0592 
CHICAGO OFFICE: 1502 Merchandise Mart, Phone: WHitehall 4326 








Popularity. ..with 


SCHIMMEL COLOGNE SPECIALTIES 


For 50 years Schimmel Eau de Cologne compounds have been recognized for their high 
quality. Ever since the production of a fine cologne was one of the important tests of a 
perfumery house. We offer this wide range of specialties to meet every demand. 


Eau de Cologne Oils Eau de Cologne Oils-Juchten 
Refreshing and lasting. True eau de They unite the modern Russian and 
cologne compounds. Ever popular Spanish leather notes with the fresh 
favorites. citrus cologne fragrance. Much in de- 


Eau de Cologne Oils-Paris mand lately. 


French perfume compounds with a re- Eau de Cologne Oils-Floral type 
freshing citrus top note. Recently added The light floral top note gives varied 
to our line to meet the demand for mod- charm to the cologne undertone. Some 
ern sophisticated colognes of elusive of the most popular are our Gardenia, 
appeal. Romanis, Lilac, and Fougére. 


Write for samples, stating the type of cologne in which you are _ interested. 


SCHIMMEL & CO. INC. 


601 WEST 26th STREET, NEW YORK CITY 


CHICAGO LOS ANGELES TORONTO 
CLEVELAND CINCINNATI NEW ORLEANS 
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TonsorIAL PARLORS, read 
the sign on the window, but on rows 
of shelves inside, you could read the 
social register of the whole commu- 
nity—to be listed there, was tanta- 
mount to success. 


Today, there is another and far 
more important type of social regis- 
ter—the brand name and labels of the 
products that occupy preferred space 
on the counters and display tables 
of countless stores. To rate this pre- 
ference is synonymous with success. 

In the packaging contests held each 
year, a consistently large number of 
the winning entries carry the caption 
“Bottles by Owens-Illinois’—mute 


We will be glad 
2u a repr 


testimony of the leadership this 
company holds inthe packaging field. 


For 63 years, we have been mak- 
ing glass containers. We would like 
to match this experience against 
your packaging problem even though 
you may not now be using glass. 
Out of it, we believe, will come a 
profitable solution. Any O-I repre- 
sentative will arrange a meeting with 
our packaging and merchandising 
experts. Owens-Illinois Glass Com- 
pany, Toledo, Ohio. 


OWENS-ILLINOIS 


“FIRST IN GLASS” 


ONAL OY CR LENOIR. we ep 
Ftobsad SAR? oh it agin 04 
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® Again— For Distinguished Service 
—top awards go to Owens-Illinois 
for its contribution to better and more 
modern packaging. The four, illus- © 
trated in the foreground, received top 
awards. Calvert Distillers’ Logg Cal- 
vert Whiskey, Beech-Nut Strained 
Foods and Condiments, W.F.Straub’s 
Lake Shore Honeycomb Dispensing 
Jar, Henkel-Clauss’ Accent Manicure 
Set. In the background, Quality 
Brands’ Grape Gold Wines, William 
Jameson’s Old Lewis Hunter Whis- 
key, Fruit Industries’ Morrow’s No, 1 
Port Wine, W. A. Sheaffer’s Skrip Ink, 
Wilbert Products’ Shoe Paste, Rood 
& McLean Raspberries and Cherries 
are some of the Honorable Mentions 





FE . N ; R OW F | L C O ; Gent ee Ss 


BATAVIA, NEW YORK 


Hollywood, Cal., Office: St. Louis Office: 
C. H. E. DUNN The DICK DUNN CO. 

COT NCE Merchandise Mart Bldg. 
SEISMIC 12th Blvd. & Spruce St. 
Phone: Hollywood 0111 OL 


Detroit Office: 
Boston Office: 4 E BROWN 
H. P. TUCKER 321 Curtis Bldg. 

52 Chauncey Street 


2842 W. Grand Blvd. 
Phone: Hancock 0398 a ea ee 
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Improve 


THE APPEARANCE OF YOUR PACK- 
AGE with an attractive serviceable 
stock or specially designed 


CAP 


For perfumes, talcum and tooth 
powder, bath salts, lotions, etc. 









TALCUM CAPS—Plain & Knurled 


Furnished in a variety of de- 
signs in fancy metal—plain brass— 
aluminum — brass _ nickel plated 
—nickel silver —stainless _ steel 

Enameled caps, all colors. 
Our “Negative Finish” resists 
acids, alkalies and alcohol. 





Samples and prices on request. 


BRASS 
GOODS 


MANUFACTURINE CO. 
345 ELDERT STREET 
BROOKLYN, N. Y. 
Phone: Foxcroft 9-3900 


291 22 M/M 264 20 M/M 


ste 


ewe 
412 8 M/M 456 13 M/M 406 10 M/M 503 13 M/M 300 18 M/M 















404 20 M/M 10-Sided 387 20 M/M Round 


£ fy ' 413 20 M/M Round 


471 10 M/M Round 5258 M/M 408 13 M/M Round 


MISCELLANEOUS 





m2 M/M TWO PIECE BALL CAPS 






429 10 M/M 


428 33 M/M 
2130 
Vial Cap 


with 
Pencil Clip 


505 38 M/M 


388 15 M/M 


355 Salt Cap 500 28 M/M 469 Pepper Cap 





CUSTOM DESIGNS IN STAMPED AND DRAWN METAL SPECIALTIES 


B-G Caps for Perfumes, Talcum, Tooth Powder, Bath Salts, Lotions, Salt & Pepper Shakers, etc. . . . Sifter Top Caps, Slip Caps (Round 
Square, Oval, Slotted). 
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SERVICE FOR THE TRADE EXCLUSIVELY™ 


COMPACTS . . . ROUGE & POWDER 
LIPSTICKS . . . GREAM ROUGES 


{All indelible shades— 


consistencies a la mode) 


EYE SHADOWS . . . EYEBROW PENCILS 
WATERPROOF MASCARAS 


AS tPritii?rwrs 


permanently antiseptic 


Do not confuse these powder puffs with so-called sterilized puffs. Sterilization is only a temporary 
condition, ineffective with the first use of the puff. 


ASEPTIPUFS are permanently antiseptic because our velours and wools are treated with anti- 
septics when manufactured. The puffs remains antiseptic throughout its life, or until washed. 


The inhibitory action is constant—always on the job battling Bacteria, protecting the reputation 
of your cosmetics. WRITE TODAY for literature and samples. 


All our products are guaranteed for chemical purity. 


For your further protection, Products Liability Insurance is carried. 


OXZYN COMPANY 


MANUFACTURING 


SINCE 1877 


ORIGINATORS OF NATURAL ROUGES 


NEW JERSEY OFFICE: 257 CORNELISON AVE., JERSEY CITY 
CANADIAN OFFICE: 2109 OTTAWA ST., WALKERVILLE, ONT. 


Telephone calls originating in New York will be accommodated 
through REctor 2-8360. In Jersey City Phone Delaware 3-2560. 
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© Plan your perfume with imagi- 
nation . . . but let cold chemical 
facts be your guide to the best 
alcohol. 

That means alcohol from which 
perfume destructive elements have 
been extracted, alcohol that does 
not clash with delicate essential 
oils, alcohol that will age satisfac- 
torily six months, a year from now 

.-not just a type of alcohol derived 


N 
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From T. F. Healey's 


. : 60 EAST 42no ST., N.Y. 


A SUBSIDIARY OF VU. S. INDUSTRIAL ALCOHOL CO. 


Collection 


Perfumes 


Are Easier To Blend 
WITH U.S.I. ALCOHOL 


from one particular raw material. 

For leading American perfumers 
itmeans U.S.I. ethyl alcohol. U.S.I.’s 
rigid testing methods hold jangling 


DUSTRIAL GHEMIGCALS, Inc. 


BRANCHES IN ALL PRINCIPAL Cini 








impurities such as acidity, fuel oil, 
aldehydes and other organic con- 
stitutents to new low levels. 

U.S.I.’s background as the pic- 
neer and largest producer of in- 
dustrial alcohol in this country is 
invaluable to you whether select- 
ing denatured, pure (190 proof), or 
C. P. 96°%/ alcohol. 

For perfumes and toilet waters, 
specify U.S.I. Alcohol and be sure. 






Mi 


FOR BETTER COSMETICS 


VIAL Lae 


Since face powder is bought solely to end shine its 
success depends upon its efficiency in doing just 
that . . . in ending shine. 

Face Powder Base Z makes your powder stay on 
... with a thin, invisible film .. . that resists wind or 
rain... and that doesn't let shine through. It never 


becomes transparent. Result:successful sales for you. 


Ag a 
AROMATICS, DIVISION 


GENERAL DRUG COMPANY 


170 Varick Street, New York, N.Y. 1220 West Madison St., Chicago, Ill. 
Transportation Bldg., Los Angeles,Cal. 907 Elliott St. West, Windsor Ont. 
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PRICES IN THE NEw YorK MARKET 


Giant palms, silhouetted against gorgeously 
colored tropic skies, present an unforget- 
of intricate color tones, have a similar eye- 
catching quality which captures the pref- 


DELICATE PRINTING 7 
table, eye-catching scene. And, New England 
erence of consumers. * From the plainest, 


Eb 
ON METAL IS A JOB FOR EXPERTS 
Tubes, beautifully decorated in a wide range 
sharp-cut type and line designs, to the soft- 


est, subtle blending of color tones, New En- 
gland has most successfully mastered the dif- 
ficult art of color printing on metal. Ben Day 
and halftone screen tints are applied with 
remarkable efficiency. Perfect matching of 
colors on tubes and cartons is assured. How- 
ever difficult the color combination of your 
package may be to match and reproduce on 
metal, you can depend upon New England 
for the finest possible results. And you'll get 
thoroughly inspected, uniform tubes of un- 
usual strength, made by our exclusive Shef- 
field Process. Cartons, too, may be ordered 
for delivery at the same time. A phone call 
or letter to our nearest office will quickly 
bring you the kind of collapsible tube ser- 
vice you'll like! 
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Photo above, Courtesy Pan American Airways 


NEW ENGLAND COLLAPSIBLE TUBE co. 


3132 SO. CANAL STREET, CHICAGO @ NEW LONDON, CONN. @ W. K. SHEFFIELD, 500 FIFTH AVENUE, NEW YORK 
N. CAY MATTHIEU, 1965 PORTER ST., DETROIT & C. H. E. DUNN, 6331 HOLLYWOOD BLVD., LOS ANGELES 
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ADVERTISING AGENCY LIABILITY 


We pointed out in our editorial col- 
umns, January issue, concerning ad- 
vertising agency liability that, despite 
certain provisions in the Wheeler- 
Lea Amendment, the advertising 
agencies were not immune from “any 
common law action that a consumer 
may have against a manufacturer or 
an advertising agency which may 
have been a party to some fraud or 
deception as a result of which the 
consumer sustained injury.” 

Now comes an official of the Fed- 
eral Trade Commission with the 
statement that advertising agencies, 
while exempt from the criminal pen- 
alties section are, however, liable for 
civil penalties for law violation. 

This policy establishes some meas- 
ure of agency responsibility under 
the powers granted the FTC in its 
supervision of advertising as pro- 
vided in the new Food and Drug Act. 


MOVEMENT 

That there is a definite swing in 
favor of business on the part of the 
Administration seems apparent. It is 
heartening to see the powers that are 
turning to business in such fashion 
as to indicate a desire to have the 
business body of this country assume 
leadership and initiative. 





We seem to be completing what is 
termed a “sideways” adjustment. The 
first quarter of the year did not run 
up a record. But it has apparently 
set the cards for a sound improve- 
ment for the second quarter. In fact, 
the improvement seems assured! 

No truly disturbing legislation 
seems imminent. The agreement in 
T.V.A. purchase of utility properties 
is construed as great reassurance to 
the vast utility interests in this coun- 
try, which, if able to finance in nor- 
mal manner, promise much expan- 
sion which would employ labor. 

Mr. Hopkins seems genuinely wish- 
ful to inspire confidence — and to 
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work constructively with business. 
Let’s hope—and cooperate. 





The checker game in Europe pro- 
gresses. Or is it a poker game? Any- 
way, chips are going into the pot. No 
one has yet “called.” 


SOUTH AMERICA 


Secretary Hull recently pointed our 
business eyes towards South America. 
A great continent in process of de- 
velopment. 

Elsewhere in this issue appears an 
article on South America. Read it. 
Several of our houses have one or 
more branches in South America. 

The air lines are doing a great job 
in fast communication with this con- 
tinent. Not many years from now 
motor highways to Mexico City will 
be in operation. 

Our own great country provides 
such a vast market that we are in- 
clined to permit it to preoccupy our 
minds. Again, habits and customs of 
these countries have to be studied and 
selling technique developed. 

It’s a logical market for United 
States. Maybe some day we will go 
after it in organized fashion—to mu- 
tual profit, for South Americans as 
well as for us. 


A SELFISH POLICY 

We have several times commented 
upon the evident desire of the manu- 
facturing trade to improve their 
product. Of course, there is always 
room for improvement. But any in- 
dustry as young as this one (cos- 
metics particularly) will have many 
manufacturers who get into it be- 
cause it is an expanding business 
and is supposed to yield long profits. 

Such people are business oppor- 
tunists. And we have many of them 
in the industry. They start with 
little thought of standards. They 
hastily get a “product” and go to it. 

However, it is being demonstrated 





every day that high standards of 
manufacture are simply necessary 
if the business is to become a sound 
and stable enterprise. 

In this industry, we now have 
model plants, scientific products and 
ever higher standards of manufac- 
ture. To succeed, one must conform 
and unceasingly strive for higher 
standards. 

In the conduct of this publication, 
we have opportunity to observe the 
increasing intent to improve the 
product. Still, there are many who 
get by and are distinctly not awake 
to their responsibilities. 

To them we recommend a selfish 
policy—the selfish manufacturer 
serves his own interests best by serv- 
ing his customers better than the 
other fellow. Improved products, im- 
proved methods, higher standards. 
Such effort for his customer pro- 
duces the most for the manufacturer. 

It’s not such a long-range policy 
either. It’s surprising how soon 
quality is recognized and rewarded. 


TO PUBLICITY 


Just a hint often inspires a stroke 
of genius. Or is it a divine spark? 

Anyway, publicity people do a 
pretty good job of it when there is 
really something to high-light. We 
get many releases. They show trade 
enterprise. More, they demonstrate 
that this industry is striving continu- 
ally to create new styles, new prod- 
ucts, with which to serve the public. 

That’s why so many people in this 
industry are reading M. G. de Na- 
varre’s page in The American Per- 
fumer. That’s why they have re- 
quested over 5000 of the Bulletin 
series the past 2 years. 

That’s the life of the industry. Do- 
ing the old job better—in new style— 
making one point improvement in 
quality—or effect—or appeal. 

Of course, it has to be labeled— 
but just how — oh, well —let’s not 
spoil the otherwise inspiring thought! 
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CHUIT, NAEF & CIE 


MUGANTHEME is truly the Lily of greatest 
utility. This modern Muguet base is 
being used with most pleasing effects 
and equally good results in perfume ex- 
tracts, creams, powders of all types and 
lotions. 


The Muguet note in modern perfumery has 


a much wider application than is generally 
supposed. It imparts a genuine sweetness 
and floralcy not otherwise obtainable, to 
all types—florals, bouquets and orientals. 


Currently, the decided popularity of floral 
bases recommends your consideration of 
Mugantheme. 


$16.00 per pound 
Your Trial Ounce $1.25 
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FOR NEW PROFITABLE BUSINESS 
SELL IN SOUTH AMERICA 
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What must be done to sell American 
made cosmetics and toilet articles .. . 


How to develop the market and why it 


is so important 
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by ALBERT G. NICKSTADT’ 


CoNSIDERABLE attention was given to the Pan 
American Conference in Lima and the efforts of our 
government to establish more intimate relations with 
the South American republics. The necessity for 
closer economic relations was made particularly 
urgent by recent developments in the South where 
the aggressive sales policy of certain European 
countries is more and more menacing our position 
as an exporting country to South America. 

Due to our geographical position and the fact 
that we are the largest buyers of products from cer- 
tain South American countries, we should by right 
be also the largest exporters to these countries. 

This is far from being the case and although some 
people will point out that an unfavorable trade bal- 
ance in South America is offset by a favorable bal- 
ance with some European countries and that our 
statistical position as regards exports and imports 
as a whole is not a bad one, such a conclusion is a 
fallacy as it does not take into consideration the na- 
ture of our exports. 

We are principally exporting raw materials, farm 
products (cotton, lard, etc.), all of which involve 


* Seey.-Treas., Rifa-New York, Ine., Member, American Institute 
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The author has been 
selling American mer- 
chandise in South and 
Central America for 
over 18 years and has 
visited every country 


and important place. 





a comparatively small amount of labor, whereas 
Europe’s exports consist largely of manufactured 
goods; consequently, Europe’s economic gain 
through exports is much larger than that of the 
United States. If we ever want to reduce unemploy- 
ment in this country, it will be necessary to employ 
more people in manufacturing goods; an increase 
in the production of raw materials ur mass produc- 


tion merchandise will not solve our problems. 


OUR EXPORTS LIKELY TO DECREASE 

Besides, there is every reason to assume that the 
export of produce from this country will materially 
decrease in the future due to the policy of the gov- 
ernment of creating artificially high prices by sub- 
sidies, crop control measures, etc. In other words, the 
time will come when our statistical position main- 
tained by the export of raw materials and produce 
will suffer sharply, and the American manufacturer 
must foresee this trend and step into the breach. 

Incidentally, he should do so if only for the pur- 
pose of self-preservation for, to the same extent 
that the export of raw materials and produce de- 
clines, sales in the domestic market will suffer. A 
little foresight at this time will benefit the individ- 
ual manufacturer and the country in general. 

Sporadic efforts have often been made by Ameri- 
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can manufacturers to sell their goods in South 
America. In many cases they were ill-timed and 
badly directed with the result that the efforts were 
soon abandoned as the gains did not seem to jus- 
tify the energy and money expended. 

The American manufacturer has a ways found it 
diflicult to divorce himself from selling and mer- 
chandising ideas as applied to the domestic market 
and this is usually the cause of his failure when 
entering the export business. 

It is necessary to consider the export as an en- 
lirely separate unit of the business and conduct it 
along independent lines. A long term program 
must be worked out and every side of the business 
should be well considered before starting out on 


the venture, otherwise it will only lead to disap- 


pointment and possible monetary loss. 


BIG FIELD FOR COSMETICS AND TOILET GOODS 

Export items which could be greatly expanded 
for South America are cosmetics and toilet goods. 
Comparatively little European competition will be 
encountered due to the fact that American cosmetics 
usually are of better quality and more adapted to 
the needs of South American countries. 

The greatest difficulty in exporting cosmetics to 
South America will be found in the large home 
industry which has grown up in recent years in 
these countries; but properly merchandised, it 
should not be hard for a well known and well ad- 
vertised American brand to find ready outlets. The 
relation between the locally manufactured goods 
and the imported American cosmetics would be 


In the modern city of Montevideo, Uruguay, one finds 
enterprising progressiveness and a high degree of 
culture. Uruguay is a quality market moving closer 
to the United States. It likes us and is willing to be 
wooed. At present, the United States is second as a 
seller and buyer to Uruguay but is gaining in favor 


Photo Internatl. Tei. & Tel. Corp 


similar to that existing in this country between do- 
mestic and “imported French” perfumes . . . the 
former supplying the demand in the low-price field 
and the latter enjoying the most prominent posi- 
tion among the higher-priced goods. 

To repeat, only a well advertised brand will have 
a chance to permanently enter the South American 
market. Due to the wide distribution of magazines 
and newspapers, South American countries have 
heen made receptive to this kind of goods and with 
only little additional expenditure in advertising and 
sales effort, a good share of the local business can 
be secured. 


FIXING PRICES FOR SOUTH AMERICAN SALES 

As mentioned, the export should be entirely di- 
vorced from the domestic business, especially as far 
as the price policy is concerned. The selling price 
to South American jobbers should not necessarily 
be the same as applied to domestic jobbers but 
should be based on the actual cost of the merchan- 
dise plus South American selling expenses. 

The same applies to the fixed retail price which 
should be made to conform with the needs of each 
individual country. It should be brought into 
proper relation to locally produced cosmetics. This 
is very important as each country has different 
standards and price levels to which the retail price 
has to be adjusted. 


COMPETENT HELP AVAILABLE AT LOW COST 

To go into detail as to how the export business 
should be organized would go beyond the scope of 
this article. Competent help is needed to manage 


In the superbly equipped and luxuriously appointed 
El Mundo radio station in Buenos Aires, such progres- 
sive manufacturers as Bristol-Myers Co., Kolynos Co., 
Bourjois, Inc., Colgate-Palmolive-Peet Co., Lever 
Bros. Co., R. L. Watkins Co., Lehn & Fink Products 
Corp., P. Biersdorf & Co. and J. & E. Atkinson Ltd. of 
London, who are already developing the market, 
broadcast the merits of their products. Excellent fa- 
cilities are afforded for utilizing the sales force of 
advertising; campaigns can be arranged through 
New York offices. 


Photo Editorial Haynes, Buenos Aires 
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Above is a glimpse of Santiago, Chile. Chile has everything 
from scorching nitrate country in the north to skiing country 
in the south and the world's most beautiful scenery between 


Believe it or not, the airplane view to the left was taken 
in the thriving, progressive metropolis of Buenos Aires, 
Argentina. It is the third largest city in the western hemi- 
sphere and has apartments more modern than New York City 


the export department but labor conditions being 
what they are, it will be comparatively inexpensive 
to retain people with good knowledge of the South 
American market. 

It is also easy, through the good offices of the 
American Consuls or American banks, to contact 
agents working on a commission basis or distrib- 
utors who may buy goods for their own account. 
It is unfortunate that in this case we can seldom 
draw on the assistance of our own countrymen as 
few Americans are engaged in this type of business 
in South America. However, good native firms or 
local European residents, competent of handling 
the business intelligently and energetically, are 
available in all important cities. 


SELLING IN BULK SAVES DUTIES 

Once the possibilities of doing business in certain 
South American countries are fully known, it may 
be well to consider the shipment of merchandise 
in bulk to be packed locally so as to save duties. 
For larger countries, it may be even advisable to 
arrange for semi-manufacturing locally. These are 
problems which each manufacturer would have to 
solve himself based on his own experience in sell- 
ing his products in the respective country. 


CREDIT LOSSES LESS THAN IN U. S. 

Usually American manufacturers have a wrong 
conception of the credit risk involved in selling to 
South America. True, the rules of the domestic 
market do not apply in South America and a lenient 
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Artistically arranged and tidily kept parks away from the busy 
commercial city of Rio de Janeiro complement the charm of 
the harbor which is said to be the most beautiful in the world. 


Valparaiso, Chile, is another thriving port eager to usher 
American made goods into the rich and growing South Ameri- 
can market. 
















































Below, another view of the stately city of Rio de Janiero. The 
National City Bank, the Chase National Bank, the Guaranty 
Trust Co. have branches here and in practically all countries 
in South America in order to accelerate commercial activity 
with the United States. 


attitude and considerable patience are needed in 
dealing with the customers. 

Long-term credits (two to six months) are re- 
quired and the exporter must face the possibility 
of having a certain amount of his money perma- 
nently tied up in the South; but as regards actual 
credit losses, these are, generally speaking, smaller 
than those sustained in the domestic market, pro- 
vided of course that some discretion is used when 
granting credit. 


BEST BASIS FOR CREDIT 

As a general rule, it is much safer to base a 
credit rating on reports about the character and 
reputation of a prospective customer than on his 
actual wealth and resources as in South America 
these can be very easily misrepresented and even 
local banks may not be able to give reliable reports 
on a customer’s financial standing. However, they 
will know the reputation of a customer, his honesty 
and his responsibility. 


GOVERNMENT EFFORTS TO PROMOTE TRADE 

In conclusion, may the hope be expressed that 
the efforts of our government in promoting better 
relations with South America may have at least the 
result of opening the eyes of American business- 
men to the possibilities which are waiting for him 
in the South. The necessity of looking for more 
outlets for his goods will come soon enough and 
the earlier the individual manufacturer realizes this 
coming need and takes steps to develop new mar 
kets. the more he will benefit in the future. 
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Desirable improvement in the quality 
of imported cassia oils may follow the 


use of tests herein suggested 


by FRANCIS D. DODGE, pu.p.* 


THe oil of cassia, one of the oldest known spice 
oils, has been distilled, from time immemorial, by 
the Chinese, from the leaves and twigs of Cinna- 
momum Cassia, and interesting historical data are 
to be found in the authoritative treatise on the 
volatile oils by Gildemeister and Hoffmann. 

The chemical history of the oil appears to have 
begun with the examination of the crystals formed 
on oxidation, which were identified as cinnamic 
acid, in 1831. The main constituent of the oil was 
recognized as the aldehyde corresponding to cin- 
namic acid, and was first obtained in a relatively 
pure state by Bertagnini in 1852, by the general 
bisulphite method, which he had discovered. 


SUBJECT TO ADULTERATION 

Oil of cassia has long been subject to adultera- 
tion; at first with fatty oil, cedar oil, or gurjon 
balsam, which were detected by solubility tests. 

Later, mixtures of rosin and petroleum were 
long employed. In 1899, Schimmel & Co. intro- 
duced the distillation test for rosin, and in 1890, 
the bisulphite assay, which proved very useful for 
the establishment of commercial grades. 

In recent years, the crude adulteration with 
rosin and kerosene has been less in evidence, owing 
to more strict specifications on the part of the 
buyers. But the gradual increase in aldehyde con- 
tent has aroused the suspicion that synthetic cin- 
namic aldehyde was finding its way into the oil. 
Circumstantial evidence of various kinds seemed 
to confirm this suspicion, but a demonstration by 
chemical means seemed to be impossible. 


DIFFICULTY OF DETECTING ADULTERATION 


The problem of detecting the addition, from 
other sources, of a compound which is a normal 
constituent of an oil is frequently confronted, and 
the solution generally presents peculiar difficulties. 
For example, the detection of artificial benzalde- 
hyde in oil of bitter almond, of synthetic methyl 
salicylate in oils of birch and wintergreen, of safrol 


# Chief Chemist, Dodge & Olcott Co., New York, N.Y. 
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Cassia and the Detection of Synthetic 


from oil camphor in oil of sassafras, of turpentine 
in oil of nutmegs are propositions to tax the in- 
genuity of the analyst. 

Sometimes the added constituent may have a 
characteristic impurity which can be recognized. 
Thus, synthetic cinnamic aldehyde formerly con- 
tained traces of chlorine, which fact could be util- 
ized as a test. Methyl salicylate often contains 
traces of phenol, and as the writer showed in 
1928 (Drug Markets, June, 1928), a useful method 
for testing oils of birch and wintergreens is based 
on this observation. 

In other cases, it may be necessary to rely on a 
quantitative determination of some normal con- 
stituent of the oil. Thus, 4 per cent citral, in oil 
lemon, 50 per cent carvone in oil caraway, 50 
per cent menthol in oil peppermint were accepted 
by the U.S.P. as standard values, and variations 
from these values were regarded as, at least, sus- 
picious. But the natural, and often wide, variations 
in authentic oils make the fixing of such standards 
difficult and often unsatisfactory. 

As regards oil of cassia, the bisulphite assay 
shows that the oil generally contains 80-90 per 
cent of aldehydes. Of the other constituents, 
Schimmel & Co.! have identified cinnamyl and 
phenyl propyl acetates. The writer and Sherndal* 
found small amounts of salicylic aldehyde, cou- 
marin, cinnamic, salicylic, and benzoic acids, and 
an unidentified fatty acid. 

Also, traces of benzaldehyde, and methy! salicylic 
aldehyde were found. 

Another constituent is the ortho-methoxy-cin- 
namic aldehyde (methyl coumaric aldehyde), ap- 
parently first observed by Rochleder in 1850, and 
later isolated by Bertram and Kiirsten* from the 
last section (“Nachlauf”) of distilled oil. The 
purified compound crystallized in plates, melting 
at 45-46°, and was found to be identical with the 
aldehyde obtained by synthesis. 

Gildemeister and Hoffmann states that this alde- 
hyde occurs in old oils. We could find no quanti- 
tative figures in the literature except, as will be 
noted later, a methoxy determination by Benedikt 
and Griissner. 


SULPHITE VOLUMETRIC ASSAY 

For some time past, we had noticed a disagree- 
ment in the aldehyde determinations by the sulphite 
volumetric method and the cold hydroxylamine 
titration. Results by the latter were from 4-8 per 
cent lower, whereas with pure cinnamic aldehyde, 
the two methods agreed fairly well. 
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Cinnamic Aldehyde 


Two to four per cent higher value in the sul- 
phite method may be accounted for by solution 
of the acids and coumarin in the sulphite liquor. 
A clue to the rest of the difference was given by 
analysis of the last fraction of an oil distilled in 
vacuo. This oil showed: aldehyde (sulphite) 
91.5 per cent, aldehyde (hydrox.) 74.5 per cent, 
acid (as cinnamic) 3.7 per cent. 

The fraction crystallized readily when chilled 
and the purified crystals proved to be methoxy- 
cinnamic aldehyde, as described by Bertram and 
Kiirsten. . 

Deducting the acid content (3.7 per cent) from 
the sulphite figure (91.5 per cent) we have net 
aldehyde (sulphite) of 87.8 per cent, a difference 
of 13.3 per cent in the two methods. 


HYDROXYLAMINE ASSAY 

This difference can be explained, partially at 
least, when we recall that the sulphite assay is a 
direct method, in which the volume of the dis- 
solved aldehydes is determined. In the hydroxyl- 
amine assay, however, the amount of hydroxyl- 
amine combining with the aldehyde is determined, 
and from this the aldehyde content is calculated. 

Thus: 1 gm. hydroxylamine combined indicates, 
from the ratio of molecular weights, 4 gm. cin- 
namic aldehyde. But the factor will vary for differ- 
ent aldehydes, and for methoxy-cinnamic aldehyde 
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itis — or 4.9]. 

In other words, in the hydroxylamine assay, | 
part cinnamic aldehyde is equivalent to 1.227 
parts methoxy-cinnamic aldehyde, and an oil con- 
taining 70 per cent cinnamic and 20 per cent 
methoxy-cinnamic aldehyde would show, by sul- 
phite assay, 90 per cent; by hydroxylamine, ap- 
parently, 86.28 per cent. 

One may also calculate that the fraction men- 
tioned showing a difference of 13.3 per cent in the 
values, should have contained about 72 per cent 
methoxy-cinnamic aldehyde. 

But the sulphite assay is not sufficiently accurate 
to make these calculations reliable. 

It was evident, however, that the methoxy- 
aldehyde was a more important constituent of the 
oil, quantitatively, than had been suspected, and 
it appeared probable that methoxy determinations 
by the Zeisel method would be useful. 

In 1899, Benedikt and Griissner* reported the 
examination of various volatile oils by this method. 
Some 51 samples, representing 39 different oils, 
were tested. Of these, 23 showed a_ negligible 
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methyl value. The following showed high methyl 
values (MV = mgm. methyl per gm. oil) : 

Oils of anise, star anise, fennel (due to anethol 
and methyl chavicol). 

Oils of cloves, cinnamon leaf and bark (due to 
eugenol). 

Oils of calamus (due to asarone). 

Oil of parsley (due to apiol). 

One sample, marked “Ol. Cassiae Flor.” showed 
MV = 6.7. This was probably a low grade cassia 
oil, and the MV was ascribed to eugenol. 

Unfortunately, as Gildemeister and Hoffmann 
point out, data are lacking as to the purity and 
authenticity of the samples examined. 


RESULTS OF TESTS 

We have arranged a tabular listing of the results 
of our tests which appears below: 
Sample S.G. 25° R.1. 20° Ald. S. Ald.H. M K 


31 =: 1.0564 80 73.4 115 + 
32 =. 1.0586 87 795 118 #£Trace 
34 =-1.057 — 845 108 — 
35 =: 11.058 90 83.6 13.5 — 
37 ~=—s«- 1.0576 90 85.0 11.3 Trace 
38 =: 1.057 90 86.0 4.2 = 
39 =: 1.059 88.5 81.3 12.7 -- 
41 1.056 90 83.6 4.5 + 
43 1.059 90.5 815 124 Trace 
44 1.0575 80.5 742 10.0 - 
45 1.051 89.5 83.4 Za + 
46 ~=:1.060 90.0 82.6 13.4 Trace 
47 1.054 90.0 81.5 3.6 


48 1.0515 - 900 840 50 + 
49 1054 1611 895 839 52 + 
50 1.054 1611 907 841 54 + 
51 1.055 1.611 899 840 60 + 
52 1.048 1610 896 850 25 + 

oa 

os 


53 —-1.052 1612 898 $5.8 4.1 
54 1.057 1611 915 85.0 9.3 
55 ~=—s- 1.060 1607 858 788 12.4 
56 =: 1.050 1612 90.3 85.7 2.6 
57 ~=—- 1.0595 85.5 783 12.1 
58 ~=-:1.060 90.9 87.2 13.7 — 
59 ~—s-:1.058 92.0 85.2 10.0 — 
60 1.0596 1.606 87.0 844 13.0 — 
61 1.0587 1610 92.0 843 12.5 — 
62 1.059 1610 92.0 856 12.6 _ 


63 1.0585 1.611 92.0 83.7 9.0 — 
64 ~=1.060 1610 91.0 83.7 128 _— 
65 1.0598 1.610 910 844 125 — 


We employed the method of Benedikt and 
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Griissner® with the modifications suggested by 
Gregor® and Weishut’ as outlined in their respec- 
tive contributions on the subject. 

“Ald. S” and “Ald. H” refer to the aldehyde 
content, the first by sulphite and the second hy- 
aroxylamine respectively. 

Column “M” gives the content of methoxy- 
cinnamic aldehyde, calculated from the assay re- 
sults. This would include small amounts of methyl- 
salicylaldehyde, methyl-salicylic acid and esters, 
which may be present in small amount. 

Column “K” records tests for kerosene (-+-. ap- 
preciable, —, not detectible). 

All the samples are of our importation and gen- 
erally represent lots of about 4000 lbs. 


TWO VARIETIES OF OIL DISTINGUISHED 


It is apparent, from an examination of the table, 
that two varieties of oil may be distinguished: first, 
oils showing 12 to 13.7 per cent content of methoxy- 
cinnamic aldehyde, and free from kerosene; second, 
oils with low “M” and containing kerosene. 

The inference seems justified that the first repre- 
sent authentic oils, and the second, oils which have 
been blended with synthetic aldehyde and the con- 
stants roughly adjusted by the addition of small 
amounts of kerosene. 

Also, oils with low “M” generally yield rectified 
oils with high aldehyde content and high refrac- 
tive index, above the U. S. P. limits. 

Owing to the practical impossibility of getting 
absolutely authentic samples, one cannot state the 
methoxy-aldehyde content for a normal oil. 


PROBABILITY OF GENUINE OIL 

It appears safe to assume, however, that the 
higher the latter figure is, the greater the proba- 
bility that the oil is genuine and authentic. 

The aroma of the methoxy-aldehyde is not very 
characteristic. 

The taste of methoxy-aldehyde is not sweet as 
is the taste of cinnamic aldehyde, but spicy and 
rather bitter. But it is undoubtedly important as 
part of the characteristic aroma and taste of the oil. 
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A Chinese distilling apparatus for cassia oil 


The aldehyde is not very stable. It may be ob- 
tained in white crystals, from gasoline solution; 
exposed to the air it rapidly turns yellow or brown, 
and resinifies. Hence, rectified oils are apt to show 
a slightly lower methoxy-aldehyde content than the 
original crude oil. 


CARE IN MAKING TEST 


In applying the methoxy-test, it is necessary to 
observe certain obvious precautions. The sample 
should be free from alcohols, or ethers and esters 
soluble in water. Ethers or esters, such as phthal- 
ates, succinates, laurates, etc., which are insoluble 
in water, will lower the aldehyde content, and will 
be found in the portion of oil insoluble in sulphite 
solution. 


DETECTION OF PETROLEUM PRODUCTS 

For the detection of petroleum products, we 
have found it convenient to examine the first 10 per 
cent distilled off by steam. If the amount of kero- 
sene is relatively large, the distillate may appear 
in two layers; above, kerosene saturated with 
cassia oil, and below, cassia oil saturated with 
kerosene. 

If this does not occur, 5 ce. of the distilled oil 
is dissolved in 50 per cent sodium salicylate in a 
Babcock flask. With pure oils, 2 to 5 per cent of 
the distillate may be insoluble, apparently a terpene 
section. The Refractive Index of this should not 
be below 1.480 @ 20°. 

It may be convenient, on the other hand, to 
examine the non-aldehyde section obtained in the 
sulphite assay. 

The amount of kerosene is rarely more than 
2 per cent: larger amounts would lower the S. G. 
to a suspicious degree. 


ADULTERATION WITH BENZALDEHYDE 

We have occasionally encountered oils adul- 
terated with benzaldehyde. The detection presents 
no difficulties. If present in large amount, the solu- 
tion obtained in the sulphite assay may crystallize 
on cooling. To separate the benzaldehyde, the sul- 
phite solution should be neutralized, a little car- 
bonate added, and then distilled with steam. The 
benzaldehyde can be identified and identified and 
determined in the distillate. 

We believe that the methoxy determination, in 
combination with the other tests now in use will 
prove very useful, and should lead to a very de- 
sirable improvement in the quality of the imported 
cassia oils. 

REFERENCES: 
1S. & Co. Ber., October 1889, 19 
-J. Ind. & Eng. Chem., 7-1055 ¢1915) 
10-1005‘ (1918) 

% J. prak. Ch. If 51, 316 (1895) 

'Chem. Ztg. (1889) 1088 

> Chem. Ztg. 1889, 872 

6 Monatsh. f. Chem. 19, 116-1898 

7 Monatsh. f. Chem. 33, 1165-1912 
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DRUG OR 
COSMETIC? 


How to determine which labeling pro- 
I 


visions apply to the product 


by MAISON G. deNAVARRE 


Part of the definition of a drug given in Section 
201 (g) of the Federal Food and Drug Act says: 
“, . . articles intended to affect the structure or 
any function of the body of man or other ani- 
mals... .” In the definition of a cosmetic, the act 
says that “the term cosmetic means (1) articles in- 
tended to be rubbed, poured, sprinkled, or sprayed 
on, introduced into, or otherwise applied to the 
human body or any part thereof for cleansing, 
beautifying, promoting attractiveness, or alter- 
ing the appearance. .. .” 

These definitions are quite clear in their require- 
ments, and you as a manufacturer of cosmetics 
should carefully note them. 

In the past, it has been the practice to classify 
deodorant creams, hair tonics, scalp stimulators, 
preparations for chapped skin, astringent creams, 
pore creams, bleaching preparations, acne, sunburn 
and a miscellany of other products as cosmetics. 
Now these come under the heading of “drugs” or 
“cosmetics” depending on the claims made for them. 

For, if you analyze the manner in which some of 
these preparations manifest their effectivness, you 
will find that they “affect the structure of .. . 
function of the body. 
hand, simply beautify or promote attractiveness. 


Some, on the other 


Deodorant creams depending on astringent mate- 
rials to close pores and stop perspiration are drugs. 
Creams preventing the odor of sweat, thus “pro- 
moting attractiveness,” are cosmetics. Hair tonics 
acting as dressings or otherwise beautifying the 
hair are cosmetics. Hair tonics intended to cure 
dandruff and promote growth of hair are drugs. 
A preparation which heals chapped skin is a drug. 
\ product which keeps your hands nice looking is 
a cosmetic. Bleaching preparations perforce affect 
the structure of the body, and so become drugs. 
The same applies to pore and astringent creams. 





Some causes for labeling troubles 











{cne is a disease and a preparation “. . . intended 
for use in the diagnosis, cure, mitigation, treat- 
ment or prevention of disease ...” is a drug. 
Suntan and sunburn are distinctly different. Sun- 
burn requires medical treatment. Suntan products 
should be cosmetics, but they are also drugs. Inas- 
much as they prevent sunburn they come under the 
definition as made in Sec. 201 (g) (2), and espe- 
cially so if you say that your product helps in the 
formation of a rich coat of tan. Tan is due to pig- 
ment formation in the skin, and hence comes under 
the “. . . affect the structure of the body” clause. 
As cosmetics, suntan preparations promote attrac- 
tiveness, since a nice rich tan is generally consid- 
ered a beauty asset. 

In the above cases, the broad meaning of the 
law has been discussed. Permanent waving solu- 
tions would become drugs, as they affect the struc- 
ture of the hair—and hair is part of the body. 

All of these cases require rulings from the F.D.A. 
which are for the most part still forthcoming. 
Nevertheless, if you keep in mind that so long as 
your products are intended to beautify, cleanse, 
or promote an attractive appearance, you are 
safe under the cosmetic designation. Once you in 
any way affect the body functions or structure, 
you are placing your products in the drug classi- 
fication. Borderline cases such as that of the per- 
manent wave solution, suntan, or cuticle remover, 
require clarification. 





Sunburn Preparations 


To The American Perfumer: 

The statement has been made in your publication 
as well as other trade papers that the Food and 
Drug Administration has ruled that sunburn pre- 
ventive preparations are drugs, because they are for 
the prevention of an illness. However, as far as | 
know, such a ruling has not been issued. 

The Food, Drug and Cosmetic Act defines a cos- 
metic as being a product that is “applied to the 
human body or any part thereof for cleansing, 
beautifying, promoting attractiveness, or altering 
the appearance.” This definitely classifies sun- 
burn preventive preparations as cosmetics, quite as 
definitely as it does emollient cosmetics for which 
no remedial claims are made. All of these products 
have the same objective, namely, to beautify and 
promote attractiveness by protecting the skin against 
various factors that detract from its appearance. 
Sunburn preventive preparations protect the skin 
against the adverse influence of certain regions in 
the ultraviolet spectrum and promote the develop- 
ment of the much sought-for and attractive tanned 
appearance that is indicative of good health and 
outdoor living. Emollient cosmetics protect the 
skin against, and alleviate the effects of; dryness, 
thus promoting its smooth, soft appearance. 

If the F.D.A. classes sunburn preventive prepa- 
rations as drugs because they prevent illness, | 
shall expect to see beach umbrellas, sun glasses, 
and even rubber overshoes classified as devices in- 
tended for the “prevention of disease in man or 
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other animals,” as per paragraph h, section 201, 


chapter II, of the Food, Drug and Cosmetic Act. 
WALTER MUELLER, Sales Mgr., Van Dyk & Co., Inc. 





Labeling Problems 


THERE are three things which must appear 


on the label of every cosmetic: (1) the name 
of the manufacturer (or distributor); (2) 


the address 
of the manu- 
facturer (or 
distributor): 
and (3) the 
net contents. 

If the ad- 
dress of the 
manufac- 
turer is not in 
the city direc- 
tory or tele- 
phone book, 
the street ad- 
dress must be 
included onthe 
label. 

The net con- 
tents must re- 
veal the quan- 
tity of cosmetic 
in the package 
exclusive of 
all wrapping 





OSE 
TOILET WATER 


Contents 4 oz. 


Smith Cosmetic Co. 
Waynesboro, Ind. 


As the purchaser is buying a "fra- 
grance" it is not necessary to state 
whether the Rose is natural or synthetic. 
The label complies with the law. It is as- 
sumed that the name of the company 
is in the ‘phone book or city directory 
so the street address is not required. 


and other packing material. Weight must be in 
avoirdupois pounds and ounces; for liquids, gal- 
lons, quarts, pints, and fluid ounce subdivisions 
should be used. There is an exemption if the quan- 
tity of cosmetic is less than 144 ounce avoirdupois 


or less. than 
14 fluid ounce; 
or if the units 
of the cosmetic 
arelessthansix 
and can easily 
be counted 
without open- 
ing the pack- 
age. 

If the cos- 
metic is made 
for you by a 
private brand 
manufacturer, 
it is not neces- 
sary to put his 
name on your 
label. You 
must indicate 
the relation- 
ship by some 
phrase such as 


Td. 


TOILET WATER 


Contents 4 oz. 


Jones Cosmetic Co. 
Distributors 


401 Wayne St. 
Ardmore, Okla. 





Adequate label where the product is 
made by a private brand manufacturer 
for Jones Cosmetic Co. whose name is 
not in the telephone book or city 
directory. 


“Manufactured for and packed by,” “Distributed 
by” or similar phrase which expresses the facts. 
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When a cosmetic may be classified as a drug and 





so come under the drug labeling provisions is 
clearly explained in Mr. Navarre’s article. Take 
an old, familiar product, the label of which reads: 

As the Rex 
hair tonic af- 
fects a bodily 
function, 
it therefore 
comes under 
the drug label- 


ing provisions. , = -OULc 


eH 


How then, 


must it be la- An exhilarating hair food 


beled? It must that prevents baldness 
bear a_ label 
containing; Contents 16 oz. 
(1) the name 
and place of 
business of the 
manufacturer 


or distributor; 

7 on. aoe This label must be changed. The terms 
“hair tonic’ and “hair food" cannot 

rate statement be used nor can the claim be made 

of the quan- _ that it prevents baldness. The contents is 

titvof contents incorrectly stated. See Regulations 502B. 


REX MFG. CO. 
Marboro, Pa. 





in terms of 

weight, measure or numerical count; (3) the names 
of the active ingredients including the kind, quan- 
tity and proportion of any alcohol; (4) warnings 
about any ingredient likely to be injurious; and 
(5) adequate directions for use. (Section 502 of 
the act and Section 502 of the Regulations should 
be consulted.) So the fictitious Rex Mfg. Co. re- 
vises its label to read as shown herewith. 


Mex Sealy _olton 


CONTAINS 
Resorcin monoacetate 
Castor Oil 
Tincture of Cantharides 
Alcohol 3 ounces 10% 


CAUTION: Cantharides may be absorbed through 


unbroken skin in sufficient quantity to give toxic 


symptoms. (Any precautions in the use of the lotion 
should also be given here.) 


DIRECTIONS: (Directions for safe use of the lotion 


under all conditions of use should be given here). 
Contents | pint 
REX MFG. CO., Marboro, Pa. 





’ 


Assuming that the proportions are correctly stated, the 
principal ingredients are listed as required. The warning 
against an ingredient that might be injurious is given. 
Directions for use appear and the net contents is cor- 
rectly stated—according to the largest unit. The quantity, 
kind and proportion of any alcohol is required according 
to a strict reading of the statute. [Continued on page 78| 
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Sulphated alcohols are better emulsifiers; 


but for giving matt appearances to creams, phosphated ones are better 


Higher Fatty Alcohols in Cosmetics 


Sulphated and phosphated alcohols 
important as wetting agents and de- 
tergents ... Very effective for produc- 


ing emulsions of the oil-in-water type 
by H. S. REDGROVE, B.sc., F.1.c. 


As everyone who has taken an elementary college 
course in organic chemistry knows, if ethyl alcohol, 
C.H;OH, is caused to react with the correct pro- 
portion of sulphuric acid, an acid salt results known 
as “ethyl hydrogen sulphate,” having the formula 
C.H;(SO,)H. This can be neutralized by means of 
an alkali; for example, soda yields sodium ethyl 
sulphate, C.H;(SO,4) Na. 


SULPHATED AND PHOSPHATED ALCOHOLS 


Similar products can be obtained from the higher 
fatty alcohols, and a number are made commer- 
cially. They are commonly referred to as “sulpho- 
nated alcohols.” This is a misnomer. The sulphuric 
acids contain the sulpho-group, SO.OH, joined to 
a carbon atom. The substances are more correctly 
termed “sulphated alcohols.” Phosphated alcohols, 
which are analagous, are also met with. 


IMPORTANT WETTING AGENTS AND DETERGENTS 

Some of these higher sulphated alcohols are im- 
portant chiefly as wetting agents and detergents, 
and are much used for the production of soapless 
shampoos. Simple examples are provided by so- 
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dium, and ammonium, as well as triethanolamine 
lauryl sulphate. 

Occasionally a formula is met with in the litera- 
ture in which technical sodium lauryl sulphate fig- 
ures as an emulsifying agent usually, however, in 
conjunction with other emulsifying agents. So far 
as my own experience goes, | have not been favor- 
ably impressed by it for this purpose, though as a 
detergent the material possesses outstanding prop- 
erties. 

On the other hand, similar substances derived 
from fatty alcohols containing still longer carbon 
chains are extraordinarily effective agents for the 
production of both fluid and semi-solid emulsions 
of the oil-in-water type; but, owing to the form in 
which they are marketed, I find it impossible to say 
whether they would be as effective alone as they are 
in certain combinations. 

A common-sense maxim of practical pharmacy 
is: Don’t use in conjunction emulsifying agents 
tending to produce emulsions of opposing types. 
Unfortunately, common sense does not always lead 
one aright; and the lie is given to this maxim by 
cold cream, an emulsion of the water-in-oil type so 
easily produced by using beeswax and borax in 
conjunction. Apparently, the soap resulting from 
the interaction between the borax and the free 
cerotic acid of the beeswax first forms an emulsion 
of the oil-in-water type, which is inverted by the 
action of the residual wax. 


FOR OIL-IN-WATER TYPE EMULSIONS 

Similarly the sulphated and phosphated higher 
fatty alcohols are highly effective for the production 
of emulsions of the oil-in-water type when used in 
conjunction with the free alcohols, although the 
latter, as has been indicated in the previous article 
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on the subject, are effective agents for the produc- 
tion of emulsions of the water-in-oil type. 

In Great Britain, the sulphated and phosphated 
alcohols are marketed under trade names, in mix- 
tures normally containing about 90 per cent of free 
alcohols and 10 per cent of the sulphated or phos- 
phated products. 

The writer’s experiments have been restricted to 
these mixtures, and in particular to (a) mixtures 
derived from technical myristic alcohol (this mix- 
ture appears to be no longer obtainable), and (b) 
mixtures derived from mixtures of (mainly) cetyl 
and stearyl alcohols. These mixtures will be re- 
ferred to as (a) sulphated alcohol C14 mixture, and 
(b) sulphated and phosphated alcohol C16-18 mix- 
tures, respectively. 

As already indicated, these mixtures are extraor- 
dinarily effective for the production of emulsions 
of the oil-in-water type; and it has been possible to 
prepare emulsions of so great a diversity of vege- 
table and animal oils and fats, as well as mineral 
oils, by their addition, that we think it safe to de- 
scribe them as emulsifying agents of universal 
applicability. 


EMULSIONS STABLE TOWARDS ACIDS 

The emulsions, moreover, are extremely stable 
towards acids, even relatively strong acids, such as 
acetic acid. 

Remarkable differences are apparent in the vis- 
cosity of emulsions obtained with different oils. For 
example, castor oil, in spite of its high viscosity. 
can be emulsified with the production of emulsions 
of very low viscosity indeed. More research is here 
needed. A table of viscosities of emulsions pro- 
duced with various oils, and with various propor- 
tions of them in relation to the water-content, would 
be very valuable. 


WHERE MATT EFFECT IS DESIRED 

The sulphonated products are better emulsifying 
agents than the phosphated ones, it would seem; 
but the latter, perhaps, may be recommended where 
creams having a matt appearance are specially 
desired. 

So far as sulphated alcohol C14 mixture is con- 
cerned, this produces less viscous emulsions than 
does sulphated alcohol C16-18 mixtures. This is 
presumably due to the lower melting point of the 
free alcohol. 

At the same time, it is regrettable that the un- 
mixed sulphated and phosphated alcohols are not 
available in commerce. In the first place, it would 
be interesting to determine the emulsifying powers. 
if any, of these substances when used alone and not 
in conjunction with the free alcohols. Moreover, it 
would give more elasticity to the choice of com- 
binations. 


SMALL PERCENTAGE FOR EMULSIFICATION 
Actually, ten per cent of sulphated alcohol is 
much too high, and practically all published for- 
mulae contain excessive amounts of the sulphated 
alcohol mixtures. In almost all combinations, 1 to 
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2 per cent of the sulphated alcohol mixture, calcu- 


lated on the total weight of the emulsion, suffices 
for emulsification. This corresponds to 1 to 2 parts 
per thousand of pure sulphated alcohol. There is 
no reason for using more. 

Naturally, however, such emulsions tend to lack 
viscosity, and a wax-like lipid must be incorporated 
to build this up where a semi-solid cream is desired. 
For this purpose, the free higher fatty alcohols an- 
swer admirably. That is to say, in combinations in 
which the proportion of the sulphated alcohol is 
much below ten per cent, mixtures of free and sul- 
phated alcohols are highly efficient emulsifying 
agents for the production of creams of the oil-in- 
water type. 


Measuring Cosmetic 
Consistency 


by MAISON G. pbENAVARRE 


1 HE method of testing the consistency of some 
food products promises to be of general usefulness 
in the matter of the control of consistency of cos- 
metic creams. 

The device is simple in construction and will give 
reproductive results. Using the well known A.S.T.M. 
Penetrometer, Department of Agriculture experts 
modified the instrument by using a light aluminum 
spindle and cone, 50 grams in weight, for the 
heavier brass parts supplied when purchasing the 
instrument. 

Such a modified instrument would be the type 
most useful in testing cosmetic creams and pastes. 
Tests would show the length of time required to 
“age” creams before releasing for sale, thus assur- 
ing uniformity to the consumer 

It would also be possible to pick up samples from 
various points so that they could be tested for con- 
sistency changes. 


BETTER STUDY OF PRODUCT BEHAVIOR NEEDED 

More control and study of product behavior is 
in the offing for the cosmetic industry. Consistency 
is but one test products should be put to. Cosmetics 
made in cool climates but sold in warmer sections 
of the country could be more accurately tested be- 
fore placed on the market. Fats solidifying at room 
temperatures often go through a period of softness 
hefore becoming firm enough to handle. Others re- 
quire sudden chilling. Lipsticks and stick cosmetics 
as a group are examples. 

To outfit a check or control laboratory is ex- 
pensive indeed. But the gradual addition of well 
chosen equipment extends the usefulness of the 
laboratory in a painless way. 
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All women are "cosmetic conscious" but the young miss whose age might be anywhere from |9 to 27 spends the most on beauty 


WHAT THE MASS MARKET BUYS 


Ages at which various products are 
purchased . . . Significance to manufac- 
turers who seek to develop a better 


class market 


by RUTH HOOPER LARISSON 


Mbst women in the mass market start using cos- 
metics at fifteen, according to Modern Magazine’s 
eighth annual survey. The lowest percentage of 
women using any given product at this age is 5 per 
cent and the product is depilatory! Yet only 15.2 
per cent of all women in the survey use a depilatory 
at all and the age peak for this product is at twenty- 
five and twenty-six years. 


ALMOST EVERY PRODUCT SOLD IS TRIED 

Probably one of the most significant points which 
a study of the survey brings vividly home is the fact 
that women who buy the great volume of their cos- 
metics at the ten cent store are familiar with and 
have no doubt tried out practically every product 
sold! 

Did they try some of the products merely be- 
cause their curiosity was aroused? 
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Did they try some because they recognized a per- 
sonal need for them? 

Did they repeat after they had bought out of 
curiosity ? 

Did they repeat when they found a product which 
they particularly liked? 

These are questions which we never can answer 
conclusively; but there is one question whose answer 
is most significant. Are women—all women—cos- 
metic conscious? Surely we can say “yes” to this. 
Perhaps we should eliminate as high as five per 
cent, for one reason or another. (Face powder is 
listed as used by 96.1 per cent.) But still that leaves 
us about 95 per cent of the women who purchase 
goods who can actually be sold cosmetics. What are 
cosmetic companies doing about this? Some of 
these women can only be sold a limited number of 
products and a limited volume, to be sure. Some 
are very young—some are quite old. Let’s arbi- 
trarily cut the market down to 75 per cent of the 
women who buy goods. It is still an amazingly lush 
market for any industry to contemplate. 


REASONABLE SATURATION POINT 

Cosmetic business has come too easily. Manufac- 
turers haven’t had to work hard enough for it to 
learn control over some of its fickle phases. They 
haven’t studied it sufficiently to say just what rea- 
sonable saturation should be for any given product 
in any given price range or any given age group. 
But what it is speaks out from the accompanying 
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chart with all its attendant implications. The chart 
is worthy of considerable study and comparison 
with any up-to-date figures you may have on age 
breakdowns for the sale of your own products. 
The potential future of the industry is graphically 
indicated. 


VOLUME PEAK IN MASS MARKET 

Products which are purchased and used by 75 
per cent or over of women in the mass market from 
the ages of 15 to over 40 are, nevertheless, at their 
volume peak between the ages of 19 and 27. Admit 
all the usual explanations, such as this being the 
age when girls must look their best in order to land 
the coveted husband—when they are earning their 
own money—when they are entering a broader out- 
side world beyond the home; but even with all these 
reasons the peak should be sustained, or a near 
peak at least, for several years more. Is it because 
they grow disillusioned when they find that the 
products just can’t live up to the promises of the 
advertising? Or do they decide there are more im- 
portant things on which to expend their money? 
Of course, when they marry and start families even 
dimes are precious and groceries and shelter come 
first. 

On the other hand, since we have so large a 
number of women married as well as single who 
earn their own living and recognize the importance 
of personal appearance whether they are factory 
girls, stenographers, or sales girls, it seems this 
peak should continue. Or perhaps, during those 
first years of freer spending from 19 to 27 they 
bought extravagantly before they learned to make 
things go farther, or they used up products more 
freely, or just wasted them more lavishly. 


CREAM OF THE TEN CENT COSMETIC MARKET 

Any way you want to look at it, 19 to 27 is the 
cream of the ten cent cosmetic market (with ages 
24 and 25 its high spot), and to a more or less 
exact extent, the cream of the entire mass market— 
ten cent counter, drug or department store—al- 
though this mass market must not be confused with 
the class market. Its story is quite different, as we 
said last month. 

Now take a look at the age range from 27 to 35. 
It is a meager market from the looks of the chart. 
It is a period of settling down both in the indi- 
vidual’s life and in her buying habits. Only five 
products reach their peak during this period. Per- 
haps they are self-explanatory. Mouth wash, bath 
soap, tooth paste, talcum powder and hand cream. 
All of them are what we can truly call essentials. 
Not one is a luxury product. All of them are for 
general family use; wife, husband, children. None 
of the glamour products are reaping an easy living 
from this market. Life has become too serious in 
the low income brackets. 


WHAT OLDER WOMEN BUY 


Now examine the age group from 35 to 40 and 
over. What do we find? Cream rouge hits its peak. 
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The older woman remembers back before dry rouge 
had been perfected, perhaps she’s been using cream 
rouge for years. Is it habit or individual buying 
initiative? Bath salts, powders and softeners: she 
must have more money to spend on herself or has 
grown more fastidious about the comfort of her 
bath. Hair tonic: yes, this is the age when women 
realize that they just haven’t the youth they once 
had. Hair shows it up all too vividly and they 
settle down to taking better care of it. All those 
waves, the too frequent shampooings, etc., have 
finally sent in their bill in the form of subnormal 
hair conditions. Toilet water comes in this group. 
It is a more economical way of using perfume to 
be sure and a bit more fastidious. However, it is a 
luxury product. 


SKIN AND HAIR CARE AFTER THIRTY-FIVE 

Glance back to the peak of the perfume volume 
at 19, 20, 21 and 22 and realize that here we are at 
36, 37 and 38. Perhaps it’s a farewell gesture to 
glamour—perhaps. And now we get down to the 
serious business of skin care with nourishing creams 
reaching their peak at 39 and 40 and on. Just as 
women start to care seriously for their hair at 36, 
by 39 they are taking their complexions more seri- 
ously and at 40 they are using the greatest volume 
of both nourishing cream and astringent creams and 
lotions. 


ANTICIPATING DEMAND FOR CORRECTIVES 


That’s the vitally important point for every cos- 
metic manufacturer to consider. Don’t let women 
wait until 36 to care for their hair. Don’t let women 
wait until 39 and 40 to care for their skins, restor- 
ing the essential lubricants with tissue, massage and 
reconditioning creams. It’s almost too late at those 
ages. Yes, we know, the fear copy isn’t the best 
approach. Girls of 25 are not easily convinced that 
they better get a jar of tissue cream and a bottle of 
hair tonic. They won’t believe their skin and hair 
can age until the inroads of the ageing process are 
so evident that there’s little, really, which can be 
done. You'll have to find another approach. A 
more convincing argument. You'll have to drama- 
tize the importance of those first harbingers of age. 
The very first fine lines around the eyes, the first 
deepening of the laughter lines, the first dulling of 
hair, its first falling. All these little subtle indica- 
tions which come in the early twenties and which 
almost any women at that age can find if she looks 
carefully. There’s a rich gold mine for the miners 
who follow the veins and dig deep. 


DAILY ESSENTIAL COSMETICS 

Go back to the chart once more and take a look 
at some of the other daily essential products, used 
not only for glamour but for daily comfort and 
hygiene. Why should they reach their peak at such 
an early age? Hand lotion, tooth powder, face and 
hand soap, all at 21 and 22? Or deodorant at 23 
and 24? Shampoo and cleansing and all-purpose 
creams at 24 and 25? Face powder and its related 
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Sales for these products in the mass market reach their peak at these ages according to the Modern Magazines Survey 


Eyelash Grower 

Waveset Lotion 

Lipstick 

Mascara (cake) 

Perfume 

Blackhead Remedy 

Acne Remedy 

Mascara (both cake and cream) 
Hand Lotion 

Mascara (cream) 

Tooth Powder 

Soap, Face and Hands 
Nail Polish 

Bleach and Freckle Cream 
Brilliantine 

Vanishing and Foundation Cream 
Waveset Powder 
Deodorant 

Eyebrow Pencil 

Rouge (cake) 

Shampoo 

Cleansing and All-Purpose. Creams 
Eye Shadow 

Cleansing Tissues 

Face Powder 

Powder Base 

Powder Puffs 

Hair Rinse 

Mouth Wash 

Depilatory 

Cuticle Softener 

Eyewash 

Soap—Bath 

Tooth Paste 

Talcum Powder 

Hand Cream 

Rouge (cream) 

Bath Salts, Powders and Softeners 
Hair Tonic 

Toilet Water 

Nourishing Cream 


Astringent Creams and Lotions 


products at 24, 25 and 26? Face powder particu- graphic, honest and convincing story over to the 
larly since 96.1 per cent of all women answering the public, particularly this mass market public which 
survey use it. Study the other products too, not to buys with dimes. There’s plenty of room for better 
mention the “beauty” products which enhance any education. That is one of advertising’s most impor- 
woman’s appearance no matter what her age. tant jobs. Go further; try the secondary schools 

We find it an arresting picture and one which for instance. Certainly if somebody could convince 
should command the attention of every manufac- the fifteen year old girls who are just starting on 


turer, retailer and beauty editor. 


HOW TO EDUCATE CONSUMERS 


More and better consumer education is essen- their thirties they'd be taking their skin and hair 
tial and all channels should be used for getting a more seriously, before youth has passed them by. 
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WHEN WOMEN BUY MOST COSMETICS 
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their cosmetic buying sprees of the importance of 
certain products not only at an early age but later, 
the seed would be sown and would germinate. By 





39 


IMPROVING 
PRODUCTION 


by RALPH H. AUCH, A.B., Cu.E. 


SAFETY 

Much of the equipment in this industry requires 
such light drives and with so many operations 
performed by hand, safety is frequently not given 
its due import. Those negligent on this score may 
well tighten up—the results will be gratifying in- 
deed in all likelihood. 

A few of the advantages of a sustained safety 
campaign are: lowered liability insurance rate, 
fewer accidents (whether they result in lost time or 
are merely painful) and more interested and hap- 
pier body of work people. The price of safety, 


in large or small plant, however, is eternal vigilance. 


IMPROVED MACHINE DESIGN 

Packaging machinery designers have long given 
intensive study to increased speeds, and ready ad- 
justment for various sizes and package changes. 
Likewise, they have recognized the importance of 
easy accessibility for repairs, lubrication, cleaning, 
minor adjustments, variable speeds and replenish- 
ing of material supplies such as caps, labels, etc. 

Cosmetic plants generally are throwing off the 
long associated air of secrecy in favor of the open 
door of hospitality and are hanging up the “visitors 
welcome” sign. Thus, to the other desirable attri- 
butes, the designer must add beauty, safety and 
noise reduction if not elimination. 

Slapping on some chromium plate, an expanded 
metal guard and a few fibre pinions won’t be 
enough. In many instances, the basic design must 
be improved. 

Forward-looking production men will choose new 
packaging equipment not alone for capacity, ease 
of size changes and trouble-proof operation as in 
the past. They will take the other factors enum- 
erated into account and thus keep a jump ahead 
of aggressive management. 


FILL HEIGHT OF LIQUID CONTAINERS 


With competition becoming constantly keener, 
the uniformity of the filling height of liquids in 
their containers becomes ever more important. This 
writer has long been an ardent advocate of “full” 
filling primarily because of the adverse reaction a 
slack fill undoubtedly has on the consumer. 

Fill height of present-day filling equipment can 
he maintained quite uniform whether it be fully 
automatic or only semi-automatic. In the case of 
those products having a high alcohol content such 
as special astringents, liquid hair dressing and 
after shave lotions, a fairly large head room must 
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be allowed due to the high coefficient of expansion 
of the contents. 

In all other products, the fill height should. cer- 
tainly be maintained to the base of the neck or 
better still, well up into the neck of the container. 
When choosing a bottle for a new product, this 
point may well be taken into account regardless of 
whether or not the cubical contents are to be de- 
clared on the label. 


ALKALINITY OF GLASS CONTAINERS 

Some products packaged are either sufficiently 
acid to more than counteract any alkalinity of the 
container, while others are themselves alkaline and 
therefore unaffected. 

More attention may well be paid to the alkalinity 
of containers by the packers of many cosmetic 
specialties. Biological preparations in ampules 
have given considerable trouble, and container 
manufacturers have tackled the problem in earnest 
and made progress. 

Likewise, impetus has been given the problem 
by the interest of liquor bottlers, particularly of 
gin. Certain container manufacturers have so ad- 
justed their raw material batch mixes so as to 
materially reduce the alkalinity of their containers. 

At least one manufacturer introduces a tiny 
sulphur tablet before the bottles enter the lehr. 
The tablet burns and the sulphur dioxide neutra- 
lizes any inherent alkalinity of the container. 

A smoky residual film is left on the interior wall 
of the bottle, of course. Certain products can be 
bottled directly with no adverse effect on the 
product, which dissolves the film and leaves the 
container crystal clear. The chemical nature of 
other products, howeyer, is such that the bottles 
must be washed before use. 

The chemical determination of the degree of 
alkalinity of any given lot of containers is a rela- 
tively simple analytical procedure. If there is suf- 
ficient interest among readers, a suitable method 
will be published in this column. 
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STANDARDS FOR FLAVORING EXTRACTS 
AND ESSENTIAL OILS SUGGESTED 


the associations have requested that consideration 


Food Standards Committee of Food and 
Drug Administration is cooperating 


with the flavor associations 


THE Flavoring Extract Manufacturers’ Association 
of the United States, the National Association of 
Manufacturers of Fruit and Flavoring Syrups, and 
the Association of National Manufacturers of Soda 
Water Flavors, representing a large percentage of 
manufacturers engaged in the manufacture and sale 
of extracts, flavors, concentrates, beverage bases, 
finished or fountain syrups, soda fountain or ice 
cream fruits, fruit syrups, fruit flavored syrups, 
flavoring powders, flavoring emulsions, flavoring 
creams, and unfermented fruit juices; all of which 
products are fabricated from two or more ingre- 
dients, the products being made from the fruit, 
berry, bean or other part of aromatic plants to- 
gether with other ingredients, and products syn- 
thetically made in simulation thereof; all of which 
are intended for flavoring use in the preparation of 
food or drug products, are cooperating with the 
government in promulgating definitions and stand- 
ards for the flavoring products industry. 

In a communication to the Food Standards Com- 
mittee, they point out that since 1904, and particu- 
larly since 1906, the Bureau of Chemistry and the 
Food and Drug Administration of the U. S. De- 
partment of Agriculture have promulgated defini- 
tions and standards for certain flavoring products, 
as, likewise, certain soda water flavors and concen- 
trates, and, in many instances, finished products 
containing flavoring products; and further, have 
unofficially promulgated definitions and standards 
for certain soda fountain crushed fruits, fruit 
syrups, and fruit flavored syrups. 

In behalf of the flavoring products industry, 
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be given by the Secretary of Agriculture to the es- 
tablishment of definitions and standards of quality 
and identity as provided in Section 401 of the 
Federal Food, Drug and Cosmetic Act, approved 
June 25, 1938, for the following products: 


FLAVORING EXTRACTS AND ESSENTIAL OILS 

Vanilla Extract: The flavoring extract prepared 
from vanilla beans with or without one or more of 
the following: sugar dextrose or glycerine. It con- 
tains in 100cc the soluble matters from not less than 
10 grams of vanilla beans. 

Concentrations of Pure Vanilla should conform, 
in the proportion claimed, to the standard estab- 
lished for vanilla extract. 

Vanilla Sugar is a mixture of vanilla and sugar 
containing not less than 10 grams of vanilla beans— 
or extractives therefrom in 100 grams of the finished 
product. 

Terpeneless Extract of Lemon: The flavoring ex- 
tract prepared by shaking oil of lemon with dilute 
alcohol, or by dissolving terpeneless oil of lemon in 
dilute alcohol. It corresponds in flavoring strength 
to lemon extract. 

Imitation Lemon Extract or flavor is prepared 
from citral with or without additional flavoring in- 
gredients and with or without added color. It shall 
contain not less than .2 per cent by weight of citral. 

Imitation Vanilla: An imitation vanilla extract 
and/or flavor shall have a flavoring strength of not 
less than a solution of .7 grams of vanillin in 100 
cubic centimeters of the finished extract and/or 
flavor (Ethyl-vanillin has been shown to be not less 
than 314 times and coumarin 5 times as strong as 
vanillin in flavor.) It is prepared with or without 
added color. 

Imitation Extracts (for which no standard is 
otherwise provided) and/or flavors, or similar 
products, must simulate in flavor the fruit or extract 
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which they imitate and must contain not less than 
.7 per cent of ethers, esters or other aromatics, 
and/or flavoring extractive matter, with or without 
added color, provided, however, that where new and 
improved synthetic flavoring agents are proposed to 
be used, the above ester standard will be waived by 
the Secretary of Agriculture if the extract is shown 
upon laboratory examination to be equal in flavor- 
ing strength. 

Flavoring Emulsions should contain not less than 
the same quantity of essential oils, and/or terpene- 
less oils, and/or other natural flavoring constituents 
or extractive matters, as are contained in the cor- 
responding alcoholic extract, with or without added 
color. 

Use of Mineral Oil in Flavoring Products: Be- 
cause refined mineral oil is non-toxic and because it 
has definite advantages in the manufacture of cer- 
tain types of flavors and emulsions, and because it 
does not oxidize as do the vegetable oils and has 
marked solvent properties, we believe that refined 
mineral oil is a valuable flavoring vehicle, and that 
its use should be allowed in flavoring products. 

Packaging and Fill: Bottles and similar con- 
tainers of two ounces or over, whose ratio of ap- 
parent displacement volume to capacity is 1.8 or 
less, are not deceptive. Bottles and containers of 
two ounces or less, whose ratio of apparent displace- 
ment volume to capacity is 2.50 or less, are not de- 
ceptive. 

Flavoring Extract: A solution in ethyl alcohol 
of proper strength of the sapid and odorous princi- 
ples derived from an aromatic plant, or parts of the 
plant, with or without its coloring matter, conform- 
ing in name to the plant used in its preparation. 

Almond Extract: The flavoring extract prepared 
from oil of bitter almonds, free from hydrocyanic 
acid. It contains not less than 1 per cent by volume 
of oil of bitter almonds. 

Oil of Bitter Almonds, Commercial: The vola- 
tile oil obtained from the seed of the bitter almond 
(Amygdalus communis L.), the apricot (Prunus 
armeniaca L.), or the peach (Amygdalus persica L.). 

Anise Extract: The flavoring extract prepared 
from oil of anise. It contains not less than 3 per 
cent by volume of oil of anise. 

Oil of Anise: The volatile oil obtained from 
aniseed. 

Celery Seed Extract: The flavoring extract pre- 
pared from celery seed or the oil of celery seed, or 
both. It contains not less than 0.3 per cent by vol- 
ume of oil of celery seed. 

Oil of Celery Seed: The volatile oil obtained 
from celery seed. 

Cinnamon Extract, Cassia Extract, Cassia Cin- 
namon Extract: The flavoring product prepared 
from oil of cinnamon. It contains not less than 2 
per cent by volume of oil of cinnamon. 

Oil of Cinnamon, Oil of Cassia, Oil of Cassia 
Cinnamon: The lead-free volatile oil obtained from 
the leaves or bark of Cinnamomum cassia (1.) 
Blume. It contains not less than 80 per cent by 
volume of cinnamic aldehyde. 

Ceylon Cinnamon Extract: The flavoring ex- 
tract prepared from oil of Ceylon cinnamon. It 
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contains not less than 2 per cent by volume of oil 
of Ceylon cinnamon. 

Oil of Ceylon Cinnamon: The lead-free volatile 
oil obtained from the bark of the Ceylon cinnamon 
(Cinnamomum zeylanicum Nees). It contains not 
less than 65 per cent by weight of cinnamic alde- 
hyde and not more than 10 per cent by weight of 
eugenol. 

Clove Extract: The flavoring extract prepared 
from oil of cloves. It contains not less than 2 per 
cent by volume of oil of cloves. 

Oil of Cloves: The lead-free volatile oil obtained 
from cloves. 

Ginger Extract: The flavoring extract prepared 
from ginger. It contains in each 100 cubic cen- 
timeters the alcohol-soluble matters from not less 
than 20 grams of ginger. 

Lemon Extract: The flavoring extract prepared 
from oil of lemon, or from lemon peel, or both. It 
contains not less than 5 per cent by volume of oil 
of lemon. 

Oil of Lemon: The volatile oil expressed, with- 
out the aid of heat, from the fresh peel of the lemon 
(Citrus limonia Osbeck), with or without previous 
separation of the pulp and peel. 

Terpeneless Oil of Lemon: Oil of lemon from 
which all or nearly all of the terpenes have been 
removed. 

Nutmeg Extract: The flavoring extract prepared 
from oil of nutmeg. It contains not less than 2 per 
cent by volume of oil of nutmeg. 

Oil of Nutmeg: The volatile oil obtained from 
nutmegs. 

Orange Extract: The flavoring extract prepared 
from oil of orange, or from orange peel, or both. 
It contains not less than 5 per cent by volume of 
oil of orange. 

Oil of Orange: The volatile oil obtained, by 
expression or alcoholic solution, from the fresh 
peel of the orange (Citrus aurantium L.). It has 
an optical rotation (25° C.) of not less than +-95° 
in a 100-millimeter tube. 

Terpeneless Extract of Orange: The flavoring 
extract prepared by shaking oil of orange with 
dilute alcohol, or by dissolving terpeneless oil of 
orange in dilute alcohol. It corresponds in flavor- 
ing strength to orange extract. 

Terpeneless Oil of Orange: Oil of orange from 
which nearly all the terpenes have been removed. 

Peppermint Extract: The flavoring extract pre 
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pared from oil of peppermint, or from peppermint, 
or both. It contains not less than 3 per cent by 
volume of oil of peppermint. 

Peppermint: The leaves and flowering tops of 
Mentha piperita L. 

Oil of Peppermint: The volatile oil obtained 
from peppermint. It contains not less than 50 per 
cent by weight of menthol. 

Rose Extract: The flavoring extract prepared 
from attar of roses, with or without red rose petals. 
It contains not less than 0.4 per cent by volume of 
attar of roses. 

Attar of Roses: The volatile oil obtained from 
the petals of Rosa Damascena Mill., R. centifolia 
L., or R. moschata Herrm. 

Savory Extract: The flavoring extract prepared 
from oil of savory, or from savory, or both. It 
contains not less than 0.35 per cent by volume of 
oil of savory. 

Oil of Savory: The volatile oil obtained from 
savory. 

Spearmint Extract: The flavoring extract pre- 
pared from oil of spearmint, or from spearmint, or 
both. It contains not less than 3 per cent by vol- 
ume of oil of spearmint. 

Spearmint: The leaves and flowering tops of 
Ventha spicata L. 

Oil of Spearmint: The volatile oil obtained 
from spearmint. 

Star Anise Extract: The flavoring extract pre- 
pared from oil of star anise. It contains not less 
than 3 per cent by volume of oil of star anise. 

Oil of Star Anise: The volatile oil distilled 
from the fruit of the star anise (/llicium verum 
Hook.). 

Sweet Basil Extract: The flavoring extract pre- 
pared from oil of sweet basil, or from sweet basil, 
or both. It contains not less than 0.1 per cent by 
volume of oil of sweet basil. 

Sweet Basil, Basil: The leaves and tops of 
Ocimum basilicum L. 

Oil of Sweet Basil: The volatile oil obtained 
from basil. 

Sweet Marjoram Extract, Marjoram Extract: 
The flavoring extract prepared from oil of mar- 
joram, or from marjoram, or both. It contains 
not less than 1 per cent by volume of oil of mar- 
joram. 

Oil of Marjoram: The volatile oil obtained 
from marjoram. 
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Thyme Extract: The flavoring extract prepared 
from oil of thyme, or from thyme, or both. It con- 
tains not less than 0.2 per cent by volume of oil 
of thyme. 

Oil of Thyme: The volatile oil obtained from 
thyme. 

Tonka Extract: The flavoring extract prepared 
from tonka bean, with or without one or more of 
the following: sugar, dextrose, glycerine. It con- 
tains not less than 0.1 per cent by weight of 
coumarin extracted from the tonka bean, together 
with a corresponding proportion of the other solu- 
ble matters thereof. 

Tonka Bean: The seed of Coumarouna odorata 
Aublet (Dipteryx odorata (Aubl.) Willd.). 

Vanilla Bean: The dried, cured fruit of Vanilla 
fragrans (Salisb.) Ames (V. planifolia Andr.). 

Wintergreen Extract: The flavoring extract pre- 
pared from oil of wintergreen. It contains not less 
than 3 per cent by volume of oil of wintergreen. 
Oil of Wintergreen: The volatile oil distilled 


from the leaves of Gaultheria procumbens L. 


CARBONATED BEVERAGE FLAVORS 

Ginger Ale: The carbonated beverage prepared 
from ginger ale flavor, harmless organic acid, water, 
and a syrup of one or more of the following: sugar, 
invert sugar, dextrose; with or without the addition 
of caramel color. 

Ginger Ale Flavor, Ginger Ale Concentrate: 
The beverage flavor in which ginger is the essential 
constituent, with or without aromatic and pungent 
ingredients, citrus oils, fruit juices, and caramel 
color. 

Sarsaparilla: The carbonated beverage pre- 
pared from sarsaparilla flavor, water, and a syrup 
of one or more of the following: sugar, invert sugar, 
dextrose; with or without harmless organic acid, 
and with or without the addition of caramel color. 

Sarsaparilla Flavor: The beverage flavor pre- 
pared from oil of sassafras and methyl salicylate 
(or oil of wintergreen or oil of sweet birch); with 
or without other aromatic and flavoring substances 
and caramel color. It derives its characteristic 
flavor from oil of sassafras and methyl salicylate. 

Root Beer: The carbonated beverage prepared 
from root beer flavor, water, and a syrup of one or 
more of the following: sugar, invert sugar, dex- 
trose; with or without harmless organic acid, and 
with or without the addition of caramel color. 

Root Beer Flavor, Root Beer Concentrate: The 
beverage flavor in which oil of sassafras and methyl 
salicylate (or oil of wintergreen or oil of sweet 
birch) are the principal flavoring constituents. It 
contains other flavoring substances, with or without 
the addition of caramel color. 

Birch Beer: The carbonated beverage prepared 
from birch beer flavor, water, and a syrup of one 
or more of the following: sugar, invert sugar, dex- 
trose; with or without harmless organic acid, and 
with or without the addition of caramel color. 

Birch Beer Flavor, Birch Beer Concentrate: 
The beverage flavor in which methyl salicylate (or 
oil of sweet birch or oil of wintergreen) are the 
principal flavoring constituents, with or without oil 
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of sassafras and other flavoring substances, and 
with or without the addition of caramel color. The 
flavor of methyl salicylate predominates. 

Cream Soda Water, “Cream Soda": The 
carbonated beverage prepared from cream soda 
water flavor, water, and a syrup of one or more of 
the following: sugar, invert sugar, dextrose; with 
or without harmless organic acid, and with or with- 
out the addition of caramel color. 

Cream Soda Water Flavor, Cream Soda 
Water Concentrate: The beverage flavor prepared 
from vanilla, tonka, vanillin, or coumarin, singly 
or in combination with other flavoring substances: 
with or without addition of caramel color. 


SODA FOUNTAIN FRUITS AND SYRUPS 


Crushed Fruit: The product obtained by crush- 
ing properly prepared fresh fruit, with or without 
sugar and/or dextrose and artificial color. 

Modified Crushed Fruit: The product obtained 
by crushing properly prepared fresh fruit from 
which the juice has been abstracted in part; with 
or without the addition of sugar and/or dextrose 
and artificial color. 

Fruit Syrup: Must conform to the name indi- 
cated, and contain not less than 33 1/3 per cent by 
weight of fruit juice and not more than 50 per 
cent by weight of sugar and/or dextrose; with or 
without artificial coloring and no added water or 
other ingredients. 

Fruit Flavored Syrup is the product obtained 
with essential oils or with fruit juice which is 
present to a lesser extent than 33 1/3 per cent by 
weight, or with flavor derived wholly and without 
chemical change from the fruit. 

Imitation Fruit Syrup is the product composed 
of artificial flavor, with or without artificial color. 

Chocolate Syrup is the product made from 
chocolate liquor mixed with sugar and/or dextrose, 
water and other flavoring materials. 

Chocolate Flavored Syrup: The product made 
from cocoa mixed with sugar and/or dextrose, water 
and other flavoring materials. 

Chocolate Flavored Dairy Syrup: The product 
made from cocoa mixed with sugar and/or dex- 
trose and/or water with or without a jell forming 
substance and/or with or without other flavoring 
substances. 

Ice Cream Chocolate Flavored Coating: The 
product made from cocoa mixed with sugar and/or 
dextrose, vegetable oil, with or without lecithin, 
and with or without other flavoring materials. 

The associations further request that in the 
event that it is impossible for the Secretary of 
Agriculture to conduct hearings and establish legal 
definitions and standards of quality and identity 
for the flavoring products set forth prior to June 
25th, 1939, that an exemption be officially promul- 
gated under authority of section 902 (a) of the 
Act, exempting aforesaid flavoring products from 
the requirements of section 403, subparagraph (i), 
clause (2). 

The associations further represent that practically 
all flavoring products are fabricated from two or 
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more ingredients, and for the past thirty-five years 
have conformed to the definitions and standards 
heretofore promulgated by the Bureau of Chemistry 
and the Food and Drug Administration of the U. S. 
Department of Agriculture; that flavoring products 
are sold under common or usual names understood 
by the consuming public; that a declaration on the 
label setting forth that genuine extracts contain a 
certain per cent by volume of oil, alcohol, glycerine, 
sugar, water, etc., will not materially aid or inform 
the consumer, as practically all flavoring products 
are purchased under their common or usual name. 





Plans for June 5, 6, 7 Meeting 


Plans are now well under way to make the 
thirtieth annual convention of the Flavoring Ex- 
tract Manufacturers Association, to be held in the 
Hotel Pennsylvania, New York, June 5, 6 and 7 
and at the World’s Fair on Flavoring Extract Day. 
June 6, interesting and purposeful. 

The entertainment committee, according to an 
announcement by E. Leidy Brendlinger, secretary, 


E. L. Brendlinger 

He urges making 

hotel reservations 
now. 


Dr. Clarke Davis 

He is planning a 

vital, interesting 
meeting. 





will meet Sunday afternoon, June 4, and in the 
evening the executive committee will meet. 

In addition to the regular program of the con- 
vention, there will be special articles and addresses 
on the new federal and state food and drug laws, 
labeling requirements, new type of bottles, and 
other vital legislative and legal matters and inter- 
pretations, which affect every member of the asso- 
ciation as well as manufacturers of labels, cartons, 
metal containers, due to new labeling requirements. 

The entertainment features will not only include 
the usual golf tournament but also special trips to 
the New York World’s Fair. In fact, Grover 
Whalen has designated June 6 as Flavoring Ex- 
tract Day. Dr. Clarke E. Davis is general chairman 
and W. F. Fischer of 16 Desbrosses St., New 
York, N. Y., is head of the hotel reservations com- 
mittee. Members are urged to reserve now. 





Baker Extract Co. 60 Years Old 


The 60th anniversary of the Baker Extract Co.. 
Springfield, Mass., was celebrated February 23 at 
a banquet attended by the whole organization. The 
celebration marked the end of the first year that the 
company has been under employee control, a year 
that, according to L. P. Symmes, vice-president, 
has been eminently successful. 

A 25-year club was inaugurated with ten char- 
ter members, each of whom was presented with a 
gold badge. 
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METHYL CELLULOSE 
IN SOAP MAKING 


By use of methyl cellulose as a filler 
for hard and soft soaps, the fatty acid 
content of soap may be reduced 30 to 


32 per cent 


by PAUL I. SMITH 


METHYL cellulose is now receiving a good deal 
of attention as a filler for both hard and soft soaps 
and it is claimed that by its use the fatty acid con- 
tent of soap can be reduced 30 to 32 per cent. 
Several recent patents specify methyl cellulose for 
new detergent soaps containing sodium naphtha- 
lenesulphonate. Kalle & Co. English Patent No. 
465,688, covers the manufacture of a very com- 
plex special detergent containing such substances 
as methyl cellulose, methyl starch, hydroxyethyl or 
hydroxyethyl-methyl-cellulose and hydroxyethyl- 
starch. 

This new form of cellulose is obtainable in com- 
mercial quantities as a felt-like fibrous dry mass 
which is supplied in compressed blocks of about 
1 lb., 2 Ibs., 44% Ibs., and 11 lbs., as well as larger 
amounts amounting to as much as 2 ewt. com- 
pressed bales. In the dry form methyl cellulose is 
not readily inflammable and its storage presents 
no difficulties of any kind. 
and can only be taken into solution by mixing with 


It is non-hygroscopic 
boiling water. 
When boiling water is poured over methyl cel- 


lulose, the latter swells to a very considerable ex- 
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Methyl cellulose improves lather, making it smoother and softer 


tent and forms a highly viscous water white and 
completely neutral solution which is not affected 
by atmospheric exposure. Thus there is no fear 
of methyl cellulose stock solutions becoming sour; 
and it is claimed that fungi and ferments will not 
flourish on its jelled surface.* 

The writer has, however, found that when highly 
viscous solutions of methyl and _ hydroxyethyl- 
methyl-cellulose are exposed to humid air, a white 
fungoid growth is noticeable after about a month. 

Methyl cellulose solutions are very resistant to 
the action of most ordinary chemicals and are un- 
affected by dilute mineral and organic acids at ordi- 
nary temperatures and all concentrations of caustic 
alkalies, even at high temperatures. 


SUITABLE FOR COSMETIC EMULSIONS 

Owing to the viscous nature of even dilute solu- 
tions of this cellulose body, it finds important ap- 
plications as an emulsifying and dispersing agent 
in the preparation of a large number of industrial 


* However we suggest a preservative for stock solutions as we have seen 
these get mouldy 
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emulsions. The fact that it is non-injurious, neuiral 
and colorless, also renders it suitable for cosmetic 
and pharmaceutical emulsions, and in Germany 
methyl cellulose is replacing starch, gelatine, 
tragacanth and other natural colloids. 


pH HAS NO EFFECT ON STABILIZING PROPERTIES 

One important point in favor of methyl cellulose 
is that the pH of the solution has no effect on its 
emulsifying and stabilizing properties, whereas with 
many other products slight alterations in the pH 
often leads to a breakdown of the emulsion. 

Several varieties of methyl cellulose are avail- 
able which differ only in their solubility in hot wa- 
ter and the viscosity of the solution. The soap 
manufacturer is thus advised to carry out some 
experimental work to determine the brand most 
suitable for his particular purpose. 

The method of incorporating the cellulose solu- 
tion in the soap is very simple and, fundamentally, 
all that is needed is to crunch in about 10-20 per 
cent of the viscous solution made by dissolving 1 
part of methyl cellulose in 15 parts of boiling water. 
Stronger or weaker solutions may be used accord- 
ing to the type of soap being processed. 

A writer in Seifensieder-Zig. 64,588-9 (1937) 
recommends that the filling agent should be pre- 
pared the day before by adding 40 parts by weight 
of caustic soda, 38-39 deg. Be., to 200 parts of 
boiling water. Next 40 parts of methyl cellulose are 
added, stirred, allowed to swell for half an hour 
and then diluted to 1,000 parts by weight by stirring 
in cold water. He recommends the addition of 500 
kg. of the methyl cellulose solution 38-39 deg. Be., 
for every 1,000 kg. or mixed fatty acids and 370 kg. 
of caustic potash together with other ingredients. 


MAKES LATHER SMOOTHER AND SOFTER 


The addition of methyl cellulose has an important 
effect on the properties of soap. It improves its 
lathering, makes the lather a good deal smoother 
and softer and also contributes to the emollient 
value of the detergent. Soaps containing the maxi- 
mum amount of cellulose appear to have excellent 
body and to comply with all requirements for a 
first class soap. 

The addition of too large a percentage of this 
filler to toilet soaps is a disadvantage for several 
reasons: detergent ability is seriously depleted, hard 
soap is rendered too wasteful in use, and the skin 
is left rather shiny after washing due to the deposi- 
tion in the pores of a thin film of the cellulose body. 

The addition of methyl cellulose is particularly 
useful for superfatted soaps, as it helps to emulsify 
the free fat and thus keeps it properly dispersed 
throughout the body of the soap. The same applies 
to medicinal soaps which contain colloidal prep- 
arations of avowed germicidal value. Here the pro- 
tective nature of the methyl cellulose tends to pre- 
vent the breakdown of the colloids. 

The addition of methyl cellulose to sulphur soaps 
greatly reduces all risk of cracking which disfigures 
the tablet and is frequently responsible for a con- 
siderable number of returns. 
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Soap Specifications 

The Committee of Revision of the U. S. Pharma- 
copeia has been investigating for some time 
the question of revision of the requirements for 
U. S. P. soft soap—a revision which many of the 
soap manufacturers themselves agree is urgently 
needed. Recognizing the fact that it is possible to 
manufacture soaps of better appearance, odor, and 
lathering qualities from oils other than the tradi- 
tional linseed, the committee has undertaken studies 
to determine the detergent qualities of soft soaps 
manufactured from various oils. A report of the 
preliminary findings of the committee on this sub- 
ject has now been made public, and the committee 
at this point is seeking the advice and criticism of 
the soap manufacturers. 

We believe that there is an opportunity here 
for each manufacturer to perform a really con- 
structive service for the industry and its customers 
as well as himself by giving the committee the 
fullest advantage of his own experience. The com- 
mittee has demonstrated its wisdom in submitting 
its findings to those most concerned, and the co- 
operation of the soap manufacturers at this point 
will be of great value. A discussion of the subject 
by the greatest possible number of individual manu- 
facturers will do much to insure the final adoption 
of standards that are acceptable to the industry. 
Manufacturers are urged to communicate their sug- 
gestions to E. Fullerton Cook, 43rd St. and Wood- 
land Ave., Philadelphia, chairman of the committee. 

The Pioneer. 


Soap Materials Market 


Tallow and Grease 

Tallow, New York, Special .05c. Edible, New York, 
05% c. Yellow grease, New York, .0444-.047%%. White grease, 
New York, .054%4-.05%4. 


Rosin, New York, per 280 Ibs. bbls. 4.75 - 7.90 
Stearic acid, single pressed, per lb. LO Ll 
Stearic acid, double pressed, per |b. 10%- 11% 
Stearic acid, triple pressed, per lb. 13%- .14% 
Glycerine, C. P., per Ib. 14%- .15 
Glycerine, dynamite, per lb. nom, 
Oils 

Cocoanut, edible, per |b. 08% 
Cocoanut, Manila, crude, per |b. 031% 

Palm, Sumatra, per |b. .024- nom. 
Palm, Niger, per lb. .03%- .03°%4 
Palm, Kernel, per |b. 034 nom. 
Soya Bean, crude, per |b. 061 - 065 
Corn, crude, per |b. 06 - 06% 
Castor, No. 1, per Ib. 11% 

Castor, No. 3, per lb. 09% 

Olive, denatured, per gal. 1.75 - 2.00 
Olive Foots, prime green, per lb. 07 - 07% 
Chemicals 

Soda, caustic, 76 per cent, per 100 lbs. 2.95 

Soda ash, 58 per cent, per 100 lbs... 2.35 

Potash, caustic, 88@92 per cent, per lb.  .07 

Potash carbonate, per |b. 03 

Salt, common, fine, per ton 15.30 
Sulphuric acid, 60 degrees, per 100 |b. 1.25 

Borax, crystals, 80 tons min., dlyd., ton 58.00 

Borax, granular, 80 tons min., dlvd., ton 53.00 

Zine oxide, American, lead free, per lb. 0644- 07% 
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WHY SOUTH AMERICAN TRADE IS NEEDED 
THE SOUTH AMERICAN market is a promising 
one for American manufacturers of toilet goods, 
soaps, flavors and allied lines to develop. 

The total population of South America is about 
120 million; and the people prefer to buy from us. 
American automobiles, machinery and equipment 
are purchased at higher prices than are charged 
by foreign countries. These are purchased because 
of their recognized superiority and attractiveness. 
So quality merchandise—American toilet prepa- 
rations, soap, flavors, and allied lines—can be sold 
in ever increasing volume for the same reason. 

The outlets are established; media for enlight- 
ened advertising are available; four large American 
banks operate branches in the principal countries; 
and Latin Americans are good credit risks, accord- 
ing to the 41st survey of Latin American collection 
and credit conditions by the Foreign Credit Ex- 
change of the National Association of Credit Men. 

South Americans like us. Our new attitude since 
1933 of flavoring the Monroe Doctrine with a sin- 
cere policy of good neighborliness has done much 
to wipe out the old distrust of us. Today we ex- 
port more to South America than Great Britain, 
Germany, Italy and Japan combined. 

\s thinking men know, it is of paramount im- 
portance to the economic and political destiny of 
the United States that this leadership be held and 
developed. As many ties as can possibly be made 
between the United States and the continent to the 
south cannot help but strengthen the bond of mutual 
interest between the two. The Federal Government 
is eager to lend every aid to promote commercial 
relations and will help any manufacturer interested. 


VANITY FAIR TURNED BACk 
BY FAILING to support the original idea for a 
World’s Fair cosmetic building to be devoted exclu- 
sively to the display of cosmetics and to the exposi- 
tion of their proper use in person to possibly 
one-third of the population of the United States, it 
is felt that the larger houses have lost an unusual 
opportunity to place the toilet goods industry in a 
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more favorable light and at the same time give 


z 


new impetus to the use of toiletries. 

Whether the failure of the original plan was 
due to the almost total lack of publicity, which 
is the life blood of such enterprises, or not, enough 
space was not sold to toilet preparations houses; 
and it was necessary for Perfumery & Cosmetics 
Exhibits, Inc., to turn the Cosmetic building, which 
was launched so auspiciously, back to the World’s 
Fair Corporation to do with the building as it saw 
fit. It promptly saw fit to provide three instead of 
one entrance and to subdivide the space into small- 
er pieces. Six or eight of the smaller concerns 
made reservations almost immediately and more 
are expected to sign up. If sufficient do not do so, 
it will be necessary to sell the space to concerns 
allied somewhat with the cosmetic industry. Coty, 
Inc. retained the rotunda space and will take over 
the club. Other uses will be made of the audi- 
torium. That the original project had to be aban- 
doned is to be deplored. 

Credit is due to the staunch supporters of the 
original project, who reserved space at the start, 
for their foresight, enterprise and esprit de corps in 
seeking to advance the interests of the industry. 


MR. BARRY ET AL STAGE A PARTY 


THE ANNUAL banquet of the Drug, Chemical and 
Allied Trades Section is a phenomenon. There is 
no parallel to it. Year after year the attendance 
grows. Its numbers make it possible to attract out- 
standing speakers and as a result, valuable nation- 
wide publicity is secured. This year that publicity 
was definitely helpful not only to the industries in 
the group but, to business generally. 

Then, too, the banquet has color. It is an amaz- 
ing and a significant trend when so many able 
executives, competitors and otherwise, seek each 
others company for an enjoyable evening of good 
fellowship. After all, most of a man’s life is spent 
in business; and for most of us life is hard. Affairs 
such as this help to make business—and life—more 
enjoyable. If it accomplished nothing else, the 
hanquet would still be worth while for that reason. 
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Cosmetic Toothpaste: A new beauty 
aid to improve mouth make-up is 
offered by the Perx Co. in the form 
of a “cosmetic toothpaste.” It is a 
dentifrice which, while cleaning the 
teeth, safely tints the inner mouth a 
rosy hue, thus eliminating the con- 
trast between made-up lips and pale 
gums and inner lips, and giving the 
teeth a whiter appearance by contrast. 
One application lasts from four to 
six hours, the company states, and 
the coloring agent carries the ap- 
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GREASELESS ROUGE 


proval of the government under the 
food and drug act. The tube and 
carton are light blue, printed in red. 


Greaseless Rouge Cream: A grease- 
less rouge cream, a light foundation 
cream into which coloring matters 
have been thoroughly blended, is the 
newest offering from Houbigant, Inc. 
It contains no waxy materials, is not 
thick, opaque or greasy, the makers 
state, and its creamy texture is said 
to be particularly suitable for dry 
skins. Its light, fluffy 
makes proper application and color 
blending easy, it is reported. Eight 
fashionable pastel colors are offered. 


consistency 


Glass containers are used with a gold 
metal screw cap bearing the tradi- 
tional Houbigant insignia. 


Milk Cream: Milk oils are substan- 
tially represented in a new group of 
preparations offered by the Duart 
Manufacturing Co., known as Creme 
of Milk. Scientific proof that milk 
oils are similar to the oils of the 
human skin is offered by the makers 
to support their use of these oils, ex- 
tracted from pure dairy milk, in an 
all-purpose cream and a lotion. The 
presence of these oils in the prepa- 
rations help to provide the skin with 
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adequate moisture and lubrication, it 
is claimed. A lipstick in six popular 
shades is also available. Gleaming 
white opaque glass jars hold the 
cream and lotion and a light metal 
container, the lipstick. 


Honey Facial Bath: Honey, which 
has been found to have excellent 
and bleaching qualities 
and yet is not “hard” on the skin, is 
the prime ingredient in a new facial 
cleanser for oily skin prepared by 
Elizabeth Redden, hair specialist. It 
contains only a very small percentage 
of oil to combat possible dryness, it 
is reported, but has nothing that 
would aggravate an oily condition. 
Substantial, easy-to-grasp bottles are 
used with black plastic screw caps 
and gold labels. 


astringent 


"Mint Julep” Pack: A new face 
pack, “Mint Julep,” containing cool, 
fresh mint and described as a boon 
to “weary faces” has been brought 
out by Jean Jordeau, Inc., makers of 
“Zip.” Fifteen minutes is all that is 
needed for a complete treatment with 
this creamy mask, it is claimed. It 
is neatly packaged in a white jar and 
wrapper, trimmed in crisp green and 
covered with transparent paper. 
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by MAISON G. DE NAVARRE 


Face Powder Tinting Dry tinting 
face powder containing titanium di- 
oxide in place of zinc oxide brings 
out strongly the point that it will not 
take the tint as readily as zine oxide. 
Powders made with the same color 
lakes, but using zinc oxide as cover- 
ing agent, will give slightly different 
tints. Milling the titanium dioxide 
and color with absorbent by “wet 
methods” gives better results. 


New Maver A most excellent cara- 
mel-like flavor with a pleasing straw- 
berry background, carrying none of 
the bitterness of burnt sugar, has 
been recently brought over from Swit- 
zerland and is now available here. 
The material is a pure chemical, tre- 
mendously powerful with the follow- 
ing solubilities: approximately 1 per 
cent in water; 3.5 per cent in 120 
proof alcohol; only 2.3 per cent in 
190 proof alcohol; 1.25 per cent in 
glycerine, and 2.75 per cent in propy- 
lene glycol. In most cases, flavoring 
essences will not require more than 
2 per cent, more often probably 1 
per cent. If you are a flavor manufac- 
turer, this material will amaze you. 


Glycerine Substitute Another glyc- 
erine substitute is patented. This 
time it is a 1,5,pentamethylene gly- 
col, having all the properties of glyc- 
erine, even the same viscosity. It can 
be used in cosmetics and drugs. The 
product is patented in Germany. 


Sweet Cream A recent patent shows 
that the addition of 7 per cent of 
table salt added to sweet cream (the 
kind you get in cow’s milk) will keep 
it sweet for two weeks without refrig- 
eration. Here is a chance to use 
good-ole-cow’s-milk as a starter for 
cosmetics. Cow’s milk is a swell emul- 
sion, with all desirable properties . . . 
but it won’t keep. Jf you could just 
make it keep! 


Ethyl Cellulose This chemical avail- 
able for some time at high prices, is 
now made in commercial quantities. 
It is very stable to pH change, sol- 
uble in a variety of solvents, makes 
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varnish dry faster with greater flexi- 
bility in the resulting film, is color- 
less, odorless and tasteless. It has uses 
in liquid lipstick and nail enamel. 


Emulsifiers Several new self-emulsi- 
fiers are made available by a supplier 
who was successful in producing both 
mannitol and sorbitol from ordinary 
glucose. These new products are the 
mannitol and sorbitol laurates, ole- 
ates, etc. They are amber colored 
liquids of heavy consistency and a 
faint pleasing caramel-like odor. 


Ultraviolet Sterilization It was 
mentioned in this column some time 
ago, that the use of ultraviolet light 
for sterilizing of atmosphere, contain- 
ers and cream surfaces, had a pos- 
sible danger. For just as it would 
cause the undesirable bacterial and 
fungoid life to “pop,” it would also 
produce skin burns. This has already 
been proven at one plant. While this 
plant now uses sun screen on the ex- 
posed parts of the workers, this 
brings up a new question. “What will 
be the effect of sun screen daily appli- 
cation to the skin and exposure of 
the individual to ultraviolet light over 
long periods of time?” Don’t forget, 
that the eyes are also harmed from 
such exposures, and the sun screen 
doesn’t get into the eyes when used. 


Gelatin Gelatin obtained from an 
acid precursor having an iso-electric 
point of 8, makes a most stable emul- 
sion at pH of 3, according to Tice. 
This should make the emulsifier use- 
ful in developing acid 
emulsions. For while gelatin emul- 
sions seem to decrease somewhat in 
viscosity on aging, at the same time 
their stability seems to be good. 


cosmetic 


Glycols in Cosmetics The question 
of using glycols in cosmetics comes 
up more and more these days. The 
sole supplier lends little help. Every 
now and then we see a symposium on 
glycols, their usefulness, safety, tox- 
icity, etc. All this is very nice, but 
the average manufacturer is still left 
with the question, “What will the 
F.D.A. say about it?” 

Especially in the six-month period 





just past have letters in some number 
crossed this writer’s desk—all asking 
for advice. And advice on this is 
something hard to give. The fact of 
the matter is that there are no rulings 
as yet on the use of glycols in cos- 
metics. In spite of this, we can say 
that carbitol and propylene glycol are 
about the safest to use. The first, 
because it has been used in cosmetics 
for about ten years with no apparent 
toxic effect. The second, because 
various tests on animals show this 
glycol to be safer than most others. 
All of which boils down to the fact 
that any cosmetic manufacturer 
should limit the amount of glycols to 
the minimum, and restrict his choice 
to the above two. 


Superfatting Soap An unusual su- 
perfatting agent has been available 
under various trade names for the 
past couple of years. Chemically it 
is methyl cellulose. It adds to the 
appearance of soap and, of course, 
it aids in producing a mild lather 
when in use. It can be used in any 
kind of soap, in some cases allowing 
for a reduction in the amount of fats 
without loss of lathering or cleansing 
properties. 


Congratulations Albin Wilko, per- 
fumer for a well known American 
supplier of aromatics, ran off with 
the first prize in a competition for 
perfume most closely resembling the 
odor of jasmin flowers; Soap, Per- 
fumery & Cosmetics, our British con- 
temporary, staged the competition. 
Good work, Mr. Wilko, may your suc- 
cesses continue in the future. 





COMING MEETINGS 


Mar. 20-23—International Beauty Shop 
Owners Convention and Exhibition, 
Hotel Pennsylvania, New York, N. Y. 


May 15-17—Proprietary Assn., Hotel 


Biltmore, New York, N. Y. 


May 22-24—Toilet Goods Assn., Hotel 
Biltmore, New York, N. Y. 


June 5-7—Flavoring Extract Manufac- 
turers Assn., Hotel Pennsylvania, 


New York, N. Y. 
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NEW PAChAGES 


1 ANTOINE DE PARIS: A fragrant, cooling 
facial masque in a non-drying cream form is offered 
by this house particularly for those who are travel- 
ing south. It is reported to contain all the ingredi- 
ents necessary for a complete facial treatment. It 
is simply applied, left on the skin for twenty 
minutes, and removed with tissues. 


2. HELENA RUBINSTEIN, INC.: On the pre- 
mise that individual “fragrance temperaments” or 
“personalities” should be cultivated by the use of 
one scent throughout, from initial toilet items to 
final make-up, this firm adds cologne and dusting 
powder to its Water Lily and Flower Petal series. 
The dusting powders are “moisture-proof’—pre- 
expanded and balsamized—as are the regular face 


powders. The boxes are dusty and salmon pink. 


3. .PINAUD, INC.: This firm’s popular hair tonics, 
eau de quinine and eau de quinine oil, are now mak- 
ing their appearance in a new dress, a modern, 
single-application tube. Each tube contains the 
necessary quantity for one application. They are 
handy to use and easy to open, based on a new 
simple closing device, the seal of which is per- 
forated or slit when slight pressure is applied. The 
tubes are attractively printed in red and white. 


4..LANVIN: This establishment's well-known eau 


de cologne set, Heavenly Twins, is now presented 


by Maurice Levy, sole U. S. distributor, in a new 
spring dress. From a stand of blue suede, the tall 
crystal bottles emerge over a bed of fresh garden 
flowers and are encased in a cylindrical top of 
heavy acetate. In the flowers are present the com- 
bined scents of the two colognes, the Geranium 


d’Espagne and the regular Lanvin eau de cologne. 





5..WORTH: To offset the tendency among women 
to use one favorite floral perfume odor for all 
occasions, this firm offers two small vials of floral 
perfumes with the regular purchase of any one of 
the company’s three floral odors—carnation, lilac, 
and gardenia—so that the wearer may learn to use 
all three appropriately. A striking bottle, fashioned 
almost as a cluster of flowers, aptly suggests a 
garden origin, and pastel spring flowers decorate 
the box. U. S. distribution by Al Rosenfeld, Inc. 


6. COTY, INC.: For mid-winter vacationers, this 
firm has two new “traveling boudoirs.” The smaller 
“Roamer” kit, which contains all the essentials in- 
cluding cologne, skin creams, and make-up, looks 
very much like a hand bag when closed. The 
“Caravan” kit is more elaborate with the items in 
larger-sized containers and hand straps on both 


sides. Both are made in red alligator grain with 


peach-colored washable lining. The plastic caps on 


the jars and bottles are light green and gray. 


7.. YARDLEY, INC.: Lotus Lavender, an “exotic 
cologne with an aristocratic appeal” is the newest 
product of this English establishment. Its clean, 
spicy odor is reported to be particularly lasting, 
yet subtle, changing upon application. The dis- 
tinetly modern bottle is designed to grasp firmly 
and actually fits the hand. It is capped with a bur- 
nished gold metal screw cap and has a gold and 


ivory label around the throat. 


8 LA CROSS: A nail beauty kit, modestly priced 
and designed for women to use at home, has just 
heen brought out by this company. It includes all 
of the glycerated (non-acetone) products planned 
to combat the problem of brittle nails and drying 
cuticles. Besides nail oil, cuticle remover, polish 
remover and thinner, and nail groom, it contains 
an orangewood stick, emery board, dropper and 
eight rolls of cotton. It is attractively packaged in 
a red and white striped box. 








@.._VANTA LABS.: A rigid, strong, hinged-covered 
box, which can be used even after the contents have 
been used, is an admirable feature of this com- 
pany’s new Baby Bath Kit, containing baby powder. 
olive oil, castile soap and cotton. The delicate de- 
sign of the package has been appropriately repre- 
sented in a combination of pink and blue. The 
sturdy box has also eliminated breakage of the 
contents in transit. The whole is wrapped in a 


transparent material. 


11. LILI: The eternal Eve is symbolized, with all 
her enchantment and guile, in a striking new per- 
fume created by LiLi, Bermuda perfumers. It is 
not a floral odor but a blend of natural Bermuda 
materials and other rare ingredients which sug- 
gest the warmth of life. The perfume is in a classic, 
simple bottle, and is packaged in a chest of 
mahogany and native Bermuda cedar. The out- 
side carton is gold and sepia. 
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10. LENTHERIC, INC.: One of two new trios 
offered by this French house for spring is the 
“Triangle de Fleurs” which features three gift 
flacons of floral perfumes in a pastel band-box 
decorated with stylized bouquets in pastels of 
green, yellow, pink, and orchid. A silver ribbon 
bands the cover which is topped with a swirl of 
plumes in fuchsia and turquoise. It is presented in 
two variations of floral odors: lilac, carnation, and 
jasmin; or lily of the valley, violet, and gardenia. 


12... E. FREDERICS, INC.: This well known per- 
manent wave establishment offers a new Color- 
Perfect Cream Nail Enamel in 21 different shades 
which have been created for Frederics by the Ar- 
tists’ Designing Guild. Among the most popular 
are: Mandarin, a ‘deep red; Sahara, with a slight 
purple cast; Caire, a delicate orchid; and Burma, 
a rust glow. The plastic cap and the label on the 
unusual bottle are ivory colored'as is the box. 
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Here’s a new type vanity in molded plastic 
and metal. Metal for the cover and inside 
parts — molded plastic for the body. 

The cover design shown is made exclu- 
sively for one house, but a wide variety of 
plastic body colors, and a range of methods 
of decorating the cover make this vanity par- 
ticularly easy to individualize to your design. 

Equipped with a plate glass mirror, an 
automatic cover lift which raises the cover 


as soon as the case is released, and finely 
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. with two-fold sales appeal 


finished inside parts — it’s a quality box 
throughout, although it sells at a price which 
permits retail sale in the popular price range. 

This vanity is one of a series of new items 
and finishes offered by Scovill. If you haven’t 
seen them, a letter to any office listed below 
will bring you completeinformation. For van- 
ities, lipstick containers, closures, and rouge 
boxes see Scovill’s ideas before you settle on 
your new line. New and improved designs 


are constantly being created in Waterbury. 


MANUFACTURING 
COMPANY 


Drug and Cosmetic Container Division 


* WATERBURY, CONN. 


Syracuse, Pittsburgh, Detroit, Chicago, Cincinnati, 
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QUESTIONS AND ANSWERS 


248. Black Hair Dye 

Q: We have been unable to locate 
a formula from which we can make 
a jet black hair dye for negroes. 
Ordinary black dye for white trade 
will not do; it has to be a jet black 
and leave a glossy appearance if pos- 
sible. If you have such a formula, 
we will appreciate getting it. J. B., 
Florida. 

A: In the present state of hair 
dye regulation, we hesitate to sug- 
gest anything whatever. You will un- 
doubtedly have to go to the organic 
dyes for help in your problem. The 
p-phenylenediamine dyes are under 
fire at this writing. Sorry. 


249. Cream Irradiation 

Q: We are very much interested in 
the ultra violet irradiation of face 
creams. Kindly advise the best books 
dealing with this subject, and give us 
the names of leading American firms 
supplying the equipment. AC. Mexico. 
A: Two kinds of equipment are avail- 
able, and since you do not mention 


TEGHNIGAL 


[] FeperaL Foop, Druc anp Cos- 
METIC Act, by Charles Wesley Dunn. 
Octavo, 6 x 9 in., 1370 pages. G. E. 
Stechert & Co. 1938. Price $6. This 
book and the one on the Wheeler- 
Lea Act are companion volumes. If 
sold together both may be had for $8. 

A complete legislative record of 
the original 1906 food and drug bill 
and all succeeding bills introduced 
into Congress leading up to the en- 
actment of the present act is given in 
this foundation book. The texts of 
the various bills, Congressional hear- 
ings, debates and reports, etc., are 
given verbatim. It is an _ essential 
basis for a correct understanding of 
the law for it discloses what Con- 
gress intended its requirements to 
mean and its prohibitions to accom- 


plish. 


(] Wueever-Lea Act, by Charles 
Wesley Dunn. Octavo, 6 x 9 in., 517 
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which kind you want, we will give 
you general information on both. 
Mercury are lamps obtainable from 
sources given you by mail will ir- 
radiate creams if the proper sterols 
are present. Vitamin D (synthetic) 
is so produced. The other type is the 
Rentschler-James Process lamp which 
produces mild irradiation, sufficiently 
great to sterilize the air in the imme- 
diate area of the lamp. This proc- 
ess is more generally considered a 
“sterilizing” one, rather than one of 
irradiation. The strength of the ul- 
traviolet light emitted is a bit weak 
for what is called irradiation. 


250. Hair Lacquer 

Q: We would greatly appreciate it if 
you could furnish us, at your earliest 
convenience, with formula for trans- 
parent hair lacquer. L. F., Mass. 


A: We don’t know exactly what you 
mean by a hair lacquer, unless it is 
one of the newer preparations which 
are sprayed on the “upsweep” hair 
dress. If this is so, you can use either 


REVIEWS 


1938. 


pages. G. E. Stechert & Co. 
Price $4. 

Like its companion volume on the 
Food, Drug and Cosmetic Act, this 
is a foundation book giving the com- 
plete legislative record of the act. 
As such it gives the basis for a cor- 
rect understanding of the intention 
of Congress and helps one to under- 
stand the meaning of the provisions 
more clearly. A primary source of 
background information such as this 
is of value to all manufacturers who 
are affected by the act and who must 
model their practice to conform. 


| CuemicaL Ca.cutations, by C. 
M. Jones. Chemical Publishing Co., 
Inc., of N. Y., New York City. 95 
pages. 5 x 7 in. 1937. Price $1.25. 
Oftentimes, the technician is confront- 
ed with a calculation problem which 
confuses him in the solution of it. All 
he needs is a pointer or two, and he 


water soluble or spirit soluble resins, 
2 to 10% in either solvent. A water 
soluble product sounds better to us 
than an alcoholic one. Please check 
the Abstract Section for further help. 


251. Alcohol In Perfume 

Q: We have for two years been ex- 
perimenting with perfume extracts 
and have two formulas for which 
we now have alcohol permits. How- 
ever, we have considerable trouble 
with the rose perfume in that the 
strong “alcoholic note” keeps coming 
through. | would be grateful for your 
advice on this. A.J.Z., Georgia. 


A: We realize that this problem of 
the “alcohol odor” coming through is 
more common than often admitted, 
and accordingly are having our Tech- 
nical Editor prepare a bulletin on this 
subject. This bulletin will quite prob- 
ably be available within the month, 
and we will be pleased to forward to 
you a copy of it as soon as it is off 
the press. Information in this bulletin 
will be far more extensive than any 
we could give you in this department. 


will be able to solve his difficulty. 

The present book satisfies such a 
need very nicely. Subjects are ar- 
ranged into 12 types of calculations. 
Each type is fully explained with 
problems. The discussion is conclud- 
ed with a summary of the procedure. 
Types of calculations included in 
this book are: molecular weights 
from formula; percentage composi- 
tion; formula of a substance from 
its composition; weights of reacting 
chemical equivalents; 
calculations in volumetric analysis; 
and problems in molecular and atom- 
ic weights. 

The publisher is the exclusive 
agent for the book in North and 


substances; 


‘South America. 


A nice book to have around for 
The section on problems 
is particularly interesting, as it takes 
actual problems as they are mani- 


reference. 


fested and solves them for the reader. 
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NEW PRODUCTS AND PROCESSES 


Viscosity Tubes 


The bubble method for judging the 
viscosity of an oil or other trans- 
lucent liquid is merely a refinement 
of the usual act of turning a bottle 
upside down to see how the contents 
flow, R. P. Cargille states in explain- 
ing the operation of his viscosity 
tubes. 

Each tube is precision measured. 
About 20 ratings of tubes classified 
according to size are sorted so that 
tubes of the same rating are always 
supplied to any one customer. 

The bubble method, it is pointed 
out, is the most rapid way of deter- 
mining viscosity and it is very eco- 
nomical. 

Tubes are filled according to direc- 
tions so as to allow space for the air 
bubble. They are then placed in a 
holder. The temperature is 
lated. Then the tubes are inverted 
quickly. Comparison is then made 
of the speed of the bubble in the 
sample with the speed of bubbles in 
the standards used for reference. The 
holder enables the operator to manip- 
ulate ten tubes at one time. 

Full information about the tubes 
and their use will be furnished on 
request. 


regu- 


Leakproof Swing Joints 


New ball-bearing swing joints in 


‘* and 1% in. sizes for operations 
that require small leak-proof and 


Leakproof Swing Joints 


pressure-tight swing joints are offered 
by the Cheksan Oil Tool Co., Ltd. 
High-pressure joints of steel test to 
4000 lb. and low-pressure joints of 
brass test to 300 lb., the makers state. 
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The joints are made for fluids, gases 
or steam. Further details are avail- 
able on request. 


Package Designing 
Expert aid to manufacturers in the 
creation and design of distinctive, 
sales-producing packages is offered 
by P. M. Brown, 
395 Clinton Ave- 
nue, Brooklyn, 
N. Y. Mr. Brown 
has created some 
of the outstand- 
ing successes in 
artistic packages 
ind is now devot- 
ing all of his time 
to this work. He 
advises that there 
is no charge for 
consultation and that all inquiries 
will be welcome. 


Fluorescent Reflectors 

Fluorescent lighting reflectors for 
use with the new fluorescent Mazda 
lamps have been introduced by the 
Miller Co. According to the makers, 
they may be used in factory loca- 
tions for fine assembly close inspec- 
tion and in any place where form 
and color must be checked closely. 
Further details will be furnished to 
anyone interested. 


Water Filter 

The Kwik-Kleen water filter may 
be cleaned in a few seconds, thus in- 
suring pure filtered water without de- 
laying production, according to the 
Liquid Carbonic Corp. The filter 
was designed to overcome the situa- 
tion where a filter in continuous use 
may actually contaminate the water. 

Inside the filter body is a_per- 
forated drum around which the filter 
paper is wrapped and held in place 
by a brass screen. When the filter 
paper gets dirty or clogged, the 
makers point out, it is only necessary 
to loosen the hand wheel and remove 
the inside cylinder, replacing it with 
a new one. 

The filters are built in three sizes 
and each size is available in three 
separate body styles: galvanized iron, 
tinned brass or deluxe body. 

Full details about the filters, in- 


cluding descriptive printed matter, 
may be had on request. 


Plasticgraph Labeling 

Sharper and more permanent ef- 
fects in printing on glass, metal or 
plastics are obtained by the process 
developed by the Plasticgraph Co., 
Inc., according to that company, by 
reason of the fact that a heavier de- 
posit of the color is applied and the 
colors can be fused with the glass. 

Printing on glass by the silk screen 
process, technically termed applied 
color printing, has been done for 
about a dozen years. Simply printing 
on glass has been done since about 
1933 and is accomplished by the same 
general methods as printing on paper, 
by processes similar to lithography. 

Through research the Plasticgraph 
Co. reports that it developed a proc- 
ess whereby a heavier deposit of paint 
is obtained in printing. The effect 
compares favorably with what is 
known as letter press printing as op- 
posed to lithography or offset. When 
applied in production, the company 
points out, printing can be fused, thus 
becoming an integral part of the 
glass. At present the company is op- 
erating with non-fused paints while 
developing methods and machinery 
for fused work in quantity, and is 


Samples of Plasticgraph Labeling 


building special equipment for multi- 
color work. 

Full information about the process 
and its numerous uses in the cosmetic 
and allied fields on glass, metal or 
plastic containers will be supplied on 
request. 
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Wary laa- ces the most recent odor development of 


the Givaudan Laboratories, is a new and more powerful hase of the 


N luguet family. Use it to endow your extracts, creams and lotions 


with a more flowery eHect...and a truly arresting originality. We will 


he glad to supply samples on request, 


tv Auda 


DELAWANNA, INC, 80 Fifth Avenue, New York, N.Y. 





Anorturr Givaudan contribution to industry's aromatic re- 
quirements is the development of CAMFOSAS, a true odor 
substitute for natural oil camphor sassafrassy. 

Now, with the natural product almost impossible to obtain 


and the price soaring, is your opportunity to discover the merits 
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of CAMFOSAS, Givaudan’s high quality odor substitute. 

CAMFOSAS not only closely resembles the odor of the 
natural product but is remarkably low—and steady—in price. 
Our staff will be glad to show you how it can be used in 


your products with profitable and pleasing results. 


Write for a sample and further information. 


GIVAU DAN petawanna, inc. 


80 FIFTH AVENUE + NEW YORK, N. Y. 


BRANCHES: Philadelphia + LosAngeles -* Cincinnati + Detroit + Dallas 
Baltimore * Chicago + SanFrancisco + Seattle + Montreal + Havana 





GATALOGS AND 


A New can company has been organ- 
ized which will be known as Cans, 
Inc. R. S. Solinsky, formerly assis- 
tant vice-president National Can 
Corp., is now president of the newly 
formed company which concern will 
manufacture a full line of general 
line containers. Headquarters will be 
in Chicago. Mr. Solinsky has been 
connected with the can industry for 
over thirty years, and his many 
friends will undoubtedly be inter- 
ested in learning of his new business. 


A Revision of prices downward in 
the fatty acid esters of glycerine, 
propylene glycol and diethyl glycol, 
in which it specializes, is announced 
by Glyco Products Co., Inc., New 
York, N. Y. The entire price sched- 
ule will be furnished on request to- 
gether with full information about 
each material. 


The Packaging employed by the Car- 
ter Ink Co. in its ensemble Inky Racer 
is practical and suggestive of what 
may be done in other lines, according 
to the Kimble Glass Co., Vineland, 
N. J. The two bottles of liquid, serv- 
ing as an ink eradicator, are closured 
by Kimble glass dropper caps ready 
for instant use and assuring a leak- 
proof seal. Both are enclosed in a 
lithographed metal cylinder. 


DEVELOPMENTS 


Shampoo Bases offered by the Clif- 
ton Chemical Co. are briefly but ade- 
quately described and illustrated in a 
folder recently issued which may be 
had for the asking. 


De Haen’s Fixanal Preparations for 
standard solutions are described in a 
leaflet issued by Pfaltz & Bauer. These 
preparations, it is stated, are correct- 
ly weighed and standardized analyti- 
cal chemicals packed in a _ unique 
manner. Copies sent on request. 


Beacon Metallic Soaps, their uses 
and specifications, form the subject 
matter of a four-page leaflet issued 
by The Beacon Co. Copies are avail- 
able on request. 


Data on mixing operations are given 
by the Eclipse Air Brush Co., Inc., 
in a six-page illustrated data folder 
on the performance of its Pneumix 
air-motored agitators in laboratories 
and industrial plants. The folders 
are sent on request. 


Perfume specialties and _ natural 
flower products of J. Mero & Boy- 
neau, Grasse, France, are listed in a 
price list which has just been issued 
by the Dodge & Olcott Co., 180 
Varick St., New York, N. Y., United 
States representatives, from whom a 
copy may be obtained. 


NEW PUBLICATIONS 


Chemicals, oils and paints on which 
new concessions have been made by 
the U. S. in the 2nd Trade Agree- 
ment between the U. S. and Canada 
are mentioned in Volume II of a 
four-volume general discussion of 
the agreement. Information on old 
and new duty rates, imports and ex- 
ports, ete., is precisely outlined. 
Copies may be obtained from the U. 
S. Tariff Commission, Washington, 


~ < 


The Complete official text of the 
Reciprocal Trade Agreements _ be- 
tween the United States and Great 
Britain and Canada, with schedules 
and notes, appear in the December, 
1938, issue of the American Import 
& Export Bulletin. Comments made 
by Francis B. Sayre, Assistant Secre- 
tary of State; Cecil Smith; and 
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others introduce the text. Copies may 
be secured from the publication of- 
fice, Graybar Bldg., New York, 
N. Y., at $1 each. 


Business—not politics—has_ devel- 
oped the American way of life, the 
new brochure by the N. Y. World 
Telegram points out. This editorial 
briefly surveys the part business has 
taken in political developments since 
1929 up to its present influence in 
selling the American system to the 
American people. 


The Quarterly Journal of Pharmacy 
& Pharmacology for July-September, 
1938, incorporating the Year-Book 
of Pharmacy, is now available. In 
it are included the findings of re- 
cent researches reported to the Phar- 


maceutical Society of Great Britain 
in the fields of pharmacy, pharma- 
cology, pharmacognosy, chemo- 
therapy, biochemistry and kindred 
subjects. It also contains abstracts 
of recent publications pertaining to 
these subjects. In addition, it re- 
ports on the transactions of the 1938 
British Pharmaceutical Conference. 
Copies may be secured from the 
Pharmaceutical Press, 23 Blooms- 
bury Square, London, W.C. 1, En- 


gland, at ten shillings. 


Progress in the Dominican Republic 
during 1937 under the Dominican 
Customs Receivership established by 
the American - Dominican Conven- 
tion of 1924 is reviewed in a report 
by the General Receiver, Wm. E. 
Pulliam, submitted to the Bureau of 
Insular Affairs at Washington, D. C. 
Chemical and pharmaceutical prod- 
ucts were the third major import to 
the Dominican Republic, the major 
supply coming from the United 
States. Copies may be purchased for 
15c. from the Superintendent of 
Documents, Washington, D. C. 


Three Processes used for manufac- 
turing soap in India are explained 
by A. K. Menon in Indian Industrial 
Bulletin No. 12 published by the 
Manager of Publications, Delhi, In- 
dia, entitled The Manufacture of 
Soap in India. Materials used and 
problems connected with soap manu- 
facture in India are also included. 


A Survey of tests made on 48 sam- 
ples of vanilla extracts and imitation 
vanilla flavors is included in Bul- 
letin No. 56 containing analyses of 
foods, drugs, beverages, feeds and 
other products tested by the Division 
of Food and Chemistry, North Da- 
kota Regulatory Department, Bis- 
marck, N. D. Of these 48 samples, 
14 proved to be misbranded, 17 did 
not meet the flavoring strength re- 
quirements, 9 were short volume and 
3 had deceptive bottles. 


Financial and commercial progress 
in the Philippine Islands for the fis- 
cal year ending June 30, 1938, has 
been published in a report by the 
War Dept., Bureau of Insular Af- 
fairs, Washington, D. C. Several 
appendices list recent laws pertain- 
ing to these islands. Copies of the 
report may be secured by sending 
10c. to the Superintendent of Docu- 
ments, Washington, D. C. 





HERE AND THERE 


> Frederick C. Theile, president of P. 
R. Dreyer, Inc., New York, N. Y., re- 
turned from a trip to Florida much 
improved in health, and with his 
characteristic energy boarded a train 
March 1 for an extended business tour 
of the Far West. He will meet Edward 
R. Trippe, Jr., in Los Angeles to es- 
tablish a branch office there. 


> Robert Kramer of Th. Goldschmidt 
Corp., New York, N. Y., returned from 
a trip through the Middle West and 
Toronto, Canada, March 1. 


> Percy C. Magnus, president of Mag- 
nus, Mabee & Reynard, Inc., New York, 
N. Y. has returned from a well-earned 
vacation trip to the Panama Canal via 
the S.S. Washington. He returned by 
rail, making stops on the way at various 
industrial centers. 


> Donald Clement, advertising manager 
of Coty, Inc., New York, N. Y., will 
lecture at Rutgers University, New 
Brunswick, N. J. April 25, in connec- 
tion with the New York Ad Club 


courses given there. 


> Jean Goby of Tombarel Freres, 
Grasse, France, has concluded a short 
trip to this country visiting the Ameri- 
can organization, Tombarel Products 
Corp., New York, N. Y., and working 
with L. J. Zollinger, president of Tom- 
barel Products Corp., gathering data and 
information for the development of new 
products. He returned to Grasse on the 
Vormandie March 3. Francois Goby 
will visit America later in the Spring. 


> Carl Schmid president of Julius 
Schmid, Inc., New York, N. Y., was 
married to Miss Flora Taylor on Feb- 
ruary 23 at the Little Church Around 
the Corner. After the wedding, the 
couple left for a honeymoon in Florida. 


> Donald Hopcraft, formerly of Prim- 
rose House, is now president of Lyndon 


Products Corp., New York, N. Y. 


> J. R. A. Evans, a director of Wilson 
& Mansfield, Ltd., of 15 Philpot Lane, 
London E.C. 3, sailed back to England 
February 25 on the Queen Mary after 
an interesting and enjoyable sojourn 
of three weeks in this country. This 
was Mr. Evans’ first visit to the United 
States and although most of his time 
was taken up on business matters he 
did have the satisfaction and pleasure 
of spending a day in Washington, even 
visiting the White House itself. Mr. 
Evans divided his time between Florida 
and New York City. He spent about 
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ten days in Tampa, making his head- 
quarters at Bruce’s Juices Inc., a com- 
pany which his house represents in 
England. Upon his return to New 
York, he passed about a week with 
Dodge & Olcott Co. Wilson & Mans- 
field, Ltd., have represented D. & O. 
Co. for more than ten years and the 
relationship has been a very close and 
mutually satisfactory one. 


> Robert B. Magnus, treasurer of Mag- 
nus, Mabee & Reynard, Inc., New York, 
N. Y., has been elected a member of 
the board of governors of the Drug and 
Chemical Club. 


> Charles C. Morrison, well- known 
artist and industrial designer, has 
joined the packaging development staff 
of the Owens-Illi- 
nois Can Co., for 
whom he will act 
as consultant and 
package develop- 
ment contact man, 
with headquarters 
in New York. He 
studied at the Na- 
tional Academy of 
Design, Mechan- 
ics Institute of 
New York, and 
has several out- 
standing patents 
relative to the can industry to his credit. 
In addition to his work in the metal 
package field, he has done a number 
of industrial murals, some of which 
are in buildings in New York. 


Charles C. Morrison 


> George Voelker, formerly sales man- 
ager of Denny & Denny, has now joined 
the organization of Harriet Hubbard 
Ayer, Inc., New York, N. Y. 


> C. R. Keeley, vice-president of the 
Pope Publishing Co. and advertising 
manager of Toilet Requisites, is re- 
cuperating from an enforced stay in 
the Fifth Avenue Hospital, New York. 
N. Y., where he underwent a serious 
bladder operation February 15. 


> Frederick D. Keller, well known in 
the industry, has extended his opera- 
tions and is now acting as a broker for 
leading importers of beeswax in this 
market. Mr. Keller’s office is located at 
150 Nassau St., New York, N. Y. 


>» Edward R. Trippe. Jr., travels to the 
Coast this month to open a_ branch 
office in Los Angeles for the essential 
oil firm of P. R. Dreyer, Inc., New 
York, N. Y. Mr. Trippe, whose father, 


Edward Trippe, is well known in Phila- 


delphia and New York essential oil 
circles, came to New York three years 
ago after having been educated at the 
Drexel Institute of Technology in Phila- 
delphia and Brooklyn Polytechnic In- 
stitute. He started with the Charles 
Fischbeck Co., Inc., now consolidated 
with P. R. Dreyer, Inc., in the perfume 
and experimental departments. After 
learning the foundation of the business 
he gradually worked into the selling 
organization, covering part of metro- 
politan New York. 


>S. H. Ebert of the Interstate Color 
Co., New York, N. Y., and Mrs. Ebert 
have returned from an automobile trip 
to Florida which included visits to 
Lake Wales, the Bok Tower, Tampa, 
Miami and Coral Gables where they 
visited their son, Harvey Ebert. A fea- 
ture of the trip was the drive over the 
new highway to Key West which in- 
cludes a seven-mile bridge. 


> H. J. Carr, who resigned as vice- 
president and sales manager of the An- 
chor Cap & Closure Corp., is now asso- 
ciated with Stewart & Ross Corp. as 
vice-president. I. R. Stewart of that 
firm was formerly president of the 
Anchor Cap & Closure Corp. 


> Russell B. Colgate, chairman of the 
board of the Colgate-Palmolive-Peet 
Co., Jersey City, N. J., and a resident 
of West Orange, N. J., has received the 
1938 “outstanding citizen” medal of the 
Chamber of Commerce and Civics of 
the Oranges and Maplewood for his 
philanthropies and civic leadership. 


> W. Leonard Hill, chairman of Leon- 
ard Hill, Ltd., publishers of Manufac- 
turing Perfumer and Manufacturing 
Chemist, recently made a two-months’ 
business tour of the United States. 


> Saul Frances, director of the Skin Re- 
search Foundation, Minneapolis, Minn., 
was a recent visitor to the trade in New 


York City. 


>» Norman L. Swartout of the New 
York office of Swindell Bros., Inc., was 
a co-captain in the recent successful 
United Campaign of Summit, N. J. Mr. 
Swartout has been associated with 
Swindell Bros., Inc., in the metropoli- 
tan territory since May, 1938. He was 
graduated from Hamilton College with 
the degree of A. B. in 1936 after which 
he was associated with the Western 
Union Telegraph Co. before joining 
the Swindell organization. 


> Joseph Byrne, publisher of Beauty 
Culture, New York, N. Y., was forced 
on account of illness to leave the city 
for a much needed month’s rest. 
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Effective Date of Cosmetic Act 
Not Likely to Be Postponed 


Officials of the Food 
and Drug Administration are reported 
to be of the opinion that a postpone- 
ment of the effective date of the new 
Food, Drug. and Cosmetic Act beyond 
June 25, 1939, the date now set, is un- 
necessary on the ground that the in- 
dustries have been given twelve months 
to prepare to comply. Manufacturers 
who are not preparing now to be ready, 
it is felt, will not very likely be ready 
six months after the present deadline. 

Stocks of goods shipped to retail 
stores before June 25 will not be liable 
under the new law unless they are 
again shipped interstate. However, re- 
tailers are being discouraged from stock- 
ing up on products which will be il- 
legal if shipped interstate after that 
date. 


Changes Anticipated in 
Color Regulations 


The use of coal tar 
colors in preparations for use near the 
eyes was soundly condemned by con- 
sumer groups at the color hearing held 
by the Food and Drug Administration 
February 6 as a prelude to the draft- 
ing of final regulations. The tentative 
regulations were discussed. H. Gregory 
Thomas, John Glassford, Dr. Albert 
Pacini, F. W. Heine and A. T. Frascati 
spoke for the toilet goods and flavor 
industries. Mr. Thomas advocated the 
certification of new colors to be added 
to the present list of 132 colors. Ad- 
ditional colors may be certified before 
the final regulations are issued. 

There is no provision in the law for 
extending the effective date of the 
regulations beyond June 25. If the 
color is a component part of a food, 
drug or cosmetic, the color formula 
must be stated on the label. 

S. S. Theil and Paul Thomasset also 
spoke. 

Mr. Theil proposed a change in the 
tentative regulations to permit the man- 
ufacture of any of the listed lakes by 
use of any extender or substrata per- 
mitted for any other lake in the list. 
The effect of this, he explained, would 
be to permit the use of the wet process 
of mixing, reduce the number of mix- 
tures which will have to be certified. 
permit the use of many colors not now 
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listed, and enable manufacturers to 
continue research on new colors suit- 
able for cosmetics. Departmental ex- 
perts testified they had no objection 
to this general idea, provided suitable 
regulations could be drafted to cover 
the procedure. 

It is fairly certain that parapheny- 
lene-diamine will not be permitted in 
preparations to be used around the 
eyes. Coal tar dyes are likely to in- 
clude dyes which may be made of coal 
tar although usually made from other 
materials. A new method of nomen- 
clature is likely to be adopted. Lakes 
will be reclassified so as to extend the 
variety of color lakes available. <A 
change in the tolerance for soluble 
barium is not likely. 


Toilet Goods Assn. Has Vital 
Program for Meeting May 22, 23, 24 


The annual meeting 
of the Toilet Goods Association will be 
held at the Hotel Biltmore, New York. 
N. Y., May 22, 23 and 24. 

An opportunity 
will be afforded 
for the frank dis- 
cussion of the 
varied problems 
which effect the 
industry. 

In a letter to 
members, Presi- 
dent Herman 
Brooks says in 
part: 

“I need not re- 
mind you of the 
endeavor which we are making to se- 
cure relief from the discriminatory 
excise tax and its heavy-handed effects 
on. your business and mine. Of course 
you will be interested in hearing the 
results of the program we have under- 
taken for its elimination this year. 

“The Federal Regulatory Laws af- 
fecting the manufacture and distribu- 
tion of cosmetics and perfumery prod- 
ucts in their advertising and labeling 
have caused an intensive revolution in 
practices in these fields. In addition to 
our bulletin service officials of the 
Toilet Goods Association are now in a 
position to report to you authoritatively 
on the various phases of these new laws 
as well as their application to your par- 
ticular products. 

“State bills drafted along analogous 





H. L. Brooks 





lines, some of which contain highly ob- 
jectionable features, such as registra- 
tion fees, are being enacted, and it is 
essential that you should be kept well 
acquainted with these legislative move- 
ments in the several states in which we 
all do business. 

“There has been in recent months an 
increasing tendency on the part of 
certain interested groups to seek the 
repeal of the Miller-Tydings Act, as 
well as to take action in different locali- 
ties to discredit the Fair Trade Laws 
for the enactment of which we have all 
worked over a period of years. At a 
meeting such as our convention a full 
opportunity will be afforded for the 
reiteration of our position which will 
become the defense of our rights 
against the reappearance of a threat of 
that predatory price-cutting which was 
so harmful some years ago. 

“With the New York World’s Fair 
making our city the Mecca for all 
entertainment-hungry people through- 
out the country, we know that you and 
your family will come and join us in 
the fullest enjoyment of ‘the greatest 
show on earth’; and our Entertainment 
Committee tells us that there is no in- 
tention to disappoint those of you who 
are looking forward to the golf prizes 
not to mention the merry contests.” 


F.T.C. to Hold Agencies 
Liable for False Copy 


While advertising 
agencies are exempt from criminal 
penalties in cases involving alleged 
false or misleading advertising as ex- 
pressed in Section 14 of the Federal 
Trade Commission Act, they are liable 
for civil penalties, according to P. B. 
Morehouse, chief of the Radio and 
Periodical Division of the Federal 
Trade Commission. 

The commission has adopted a new, 
stricter policy of advertising super- 
vision and intends to apply civil penal- 
ties against agencies, either alone or 
jointly, where it is felt that both the 
advertiser and agency are responsible 
for violations. 

This policy is in line with a move- 
ment to bring about a more rapid and 
complete enforcement of the Wheeler- 
Lea Act. Whenever it is determined 
that an agency is involved in the dis- 
semination of misleading copy, the 
agency will be questioned on a form. 
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SUNAROMES produce effective, exquisitely scented 
sun tan preparations in a simpler, modern) more 


economical way. 
turer, have to do is dilute 
SUNAROME Perfume | with 
the medium you prefer 

. be it water-gum, 
water - alcohol, water 
alone, liquid cream base, 
mineral oil, fatty oils \ or 
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FOR THE FIRST TIME, 
A PERFUME COM.- 
POUND ACTS AS A 
SUN-SCREENING 
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WAVE LENGTH. MILLIMICR 


effective, 
Spectrophotdmeter, 
but.also by actual 
tests under t 


(Trade Makk N d for) 


: CHEMICAL COMPANY, INC. 
: 4 * 603 Johnson Ave. 


MANUFACTURERS OF ae CHEMICALS, NAT- 
URAL oe IVES, PERFUM OILS, ARTIFICIAL 
FLOWER AND FLAVOR Olis 
STOCKS IN PRINCIPAL CITIES 


mixtures ‘of i above. 
itself (SUNAROME) acts as an effective screening 
All that you, the manufac- agent. 


FP | FELTON 


Brooklyn, N. Y. 


sun im various 
latitudes and sea- 
ons. 


The perfume compound 


REMEMBER! SUNAROMES are 
not chemicals with unappealing 
odor, bw _ scientifically com- 
pounded, non-irritating perfumes 
that are solukle in water, alco- 
hol or oil . .\. giving Positive 
protection against the sun's 
burning rays! Keep up with the 
news! SENDFOR SAMPLES AND 
DESCRIPTIVE BOOKLET NOW! 







































































Sixteen States Considering 
Revision of Food and Drug Laws 


The following states 
are considering revision of their food. 
drug and cosmetic laws; Arkansas, H 
220; California, A 1131, 1177, 1796. 
1830 and 1831: Connecticut, S 167: 
Indiana, S 173; Maryland, H 250: 
Massachusetts, H 75; Missouri, H 356: 
Montana. H 101: New Mexico, S 68: 
New York, A 279, S 877, A 1213; Ohio. 
S 215: Tennessee, S 499, H 664; Texas. 
H 225: Utah, S 20; Washington, S 15. 
213. and 315: and West Virginia, S 21. 
In the foregoing. H refers to House 
bill, A to Assembly and S to Senate. 


Labeling Exemption for 
Lemon, Orange and Vanilla 


Lemon. orange and 
vanilla extracts are exempt for two 
years from labeling requirements under 
the federal food, drug and cosmetic 
act in listing ingredients contained in 
them and during that period may be 
sold under their common names. 

This was announced by the Depart- 
ment of Agriculture February 15 as it 
was found impossible to cover the en- 
tire field of flavoring products before 
June 25. Two days before the an- 
nouncement an informal conference was 
held with the Foods Standards Com- 
mittee of the Department which was 
P. Symmes, Dr. B. H. 
Smith. George H. Burnett, Louis A. 
Rosett, R. W. Bush. Myron J. Hess, 
Hall. 


attended by L. 


George Armor and John S. 


Arkansas Considering $5 Tax 
on Each Flavor Sold in State 


A bill has been in- 
troduced in the Arkansas legislature. 
H 427, providing for a $5 tax on each 
drink or flavor proposed to be sold or 
delivered within the state. It also pro- 
annual 


ranging from $25 to $150. 


vides for an inspection fee 


Georgia May Impose Tax 
On Syrups Made Outside State 


A tax of 15 per cent 
of the selling price of each gallon of 
soft drink syrup made outside the state 
and Yoc. per bottle on each bottle not 
exceeding 16 ounces and a tax of 2c. 
per bottle over 32 ounces will be im- 
posed in Georgia if H 418 is passed 
by the legislature. 


Intense Interest in Drug 
and Cosmetic Control in Canada 


Intense interest hax 
been created in the drug and cosmetic 
industries in Canada by the widening 
of the scope of the pure food and drug 
act to increase the government’s powers 
of regulation of cosmetics. drugs, patent 
preparations, insect killers and surgical 
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Tourneur has rebuilt another salon, this time in Horne's, Pittsburgh, Pa. Strictly modern in 
treatment, the salon features glass brick, prima vera wood, mirrored walls and indirect lighting. 


materials. Introduced by Hon. C. G. 
Power, Minister of Health, the bill 
provoked much discussion prior to the 
second reading. Mr. Power cited in- 
stances of blindness, skin disorders and 
poisoning which he attributed to cheap 
cosmetics. He demanded “a fair deal 


for the fair sex.” 


Drastic Registration and 
Licensing Bill in North Dakota 


All foods and drugs 
offered for sale in North Dakota must 
be registered under H 261 which is 
being considered by the legislature. 
The total charge to any one manufac- 
turer shall not exceed $50 for each 
brand of food, drug or cosmetic, ac- 
cording to the bill. 


Drug Associations Arrange 
Better Convention Calendar 


The committee ap 
pointed at the 1938 convention of the 
Federal Wholesale Druggists Assn. to 
work for a better convention calendar 
for the trade has received the coopera- 
tion of the National Assn. of Chain 
Drug Stores which will hold its annual 
meeting in late April, instead of in the 
fall. at White Sulphur Springs, W. Va. 
so as to conform with the convention 
of the American Drug Manufacturers 
Assn. scheduled for the first week in 
May at Hot Springs. Va. 

The Federal W holesale 
Assn. has also cooperated by arranging 
its annual meeting for September 20 to 
22 at Hot Springs to coordinate with 


Druggists 


the National Wholesale Druggists Assn. 
which is to meet September 23 at 
White Sulphur Springs. 


Color Regulations 
Will Be Ready Soon 


Swift action in pro- 
mulgating the final regulations on certi- 
fied colors is now being undertaken 
by the Food and Drug Administration 
in order to avoid the necessity of a 
postponement of the effective date of 
the new law with regard to its color re- 
quirements. Hence, regulations should 
be released very shortly and it is ex- 
pected that the Secretary of Agricul- 
ture will declare an emergency and 
dispense with the usual waiting period 
after publication of the regulations. 


Retroactive Bill to 
Repeal Cosmetic Tax 

Mary Norton, New 
Jersey Representative, has introduced 
a bill in Congress to repeal the cos- 
metic tax as of January 1, 1939. The 
tax in 1938 yielded the government 
only $10,359,634. 


Cosmetic Credit Men to 
Adopt New Constitution 


’ The Drug, Cosmetic 


‘and Chemical Credit Men’s Assn. at 


its last meeting February 16 in the 
Duane Hotel, New York, N. Y., con- 
sidered a new constitution prepared 
for its appoval by a committee of which 
Fred Kaiser is chairman. A sizeable 
number of accounts were also cleared 
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\ Du Pont Isobornyl Acetate Pure 
is the base for modern Pine 


Needle preparations 


U PONT Isobornyl Acetate Pure has 
D the odor of freshly crushed Siberian 
pine needles. This scent, now so much 
in vogue, is widely used in soaps, shav- 
ing creams and lotions, shampoos, bath 
preparations and disinfectants. It is water- 
white, resistant to alkali and non-discolor- 
ing. And its remarkably low price makes 
Du Pont Isobornyl Acetate Pure the right 
product for you! 

Samples and additional information re- 
garding Du Pont’s aromatic chemicals will 
be sent on request. Write: E. I. du Pont 
de Nemours & Co., Inc., Organic Chemi- 
cals Division, Wilmington, Delaware. 


March, 1939 








Necessity of Revising Labels 
Pointed Out by F. D. A. 

W. G. Campbell, 
chief of the Food and Drug Adminis- 
tration, has issued a warning that 
labels must comply with the new law 
when it goes into effect June 25. He 
states that the administration contem- 
plates making no further announce- 
ments clarifying, interpreting or elabo- 
rating on the Act and regulations. He 
also appeals to manufacturers to re- 
frain from submitting specimens of 
current stocks of labels. 


Exhibit of French Perfumes 
and Essential Oils at World’s Fair 


A section devoted to 
perfumes and essential oils will be 
staged in the French pavilion at the 
New York World’s Fair. Much _ in- 
terest is being taken by French pro- 
ducers of natural floral products who 
plan appropriate diorama and_ other 
displays. The French pavilion which 
was erected by the French government 
has a total area of 100,000 sq. ft. fac- 
ing the lagoon and the Hall of Nations. 

The honorary president of the Per- 
fume and Essential Oil section is M. 
Greikamer, Maison Coty, Suresne, 
France, and the president is Georges 
Guerin, Maison Grenoville, Asmiers, 
France. Louis Amic, chairman; Leon 
Chiris, rapporteur; Francois de Laire, 
Francois Goby and Francois Morel are 
arranging the natural floral products 
exhibit. 


Cosmetic Manufacturers Who 
Went Fair Trade in January 


The following manu- 
facturers went on fair trade during 
January: Affiliated Products (Louis 
Philippe) (Edna Wallace Hopper) 
(Neet) (Kissproof) (Jo-Cur); Lucien 
Lelong; and Princess Pat. 


Cosmetic Provisions of Copeland 
Law Explained to Foragers 


The chief features of 
the cosmetic provisions of the federal 


Extracting 
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bergamot oil with machines 


Food, Drug and Cosmetic law were 
explained to a gathering of Foragers 
at the Midston House, New York, N. Y., 
February 15 by H. Gregory Thomas of 
the Toilet Goods Association. 


Bergamot, Lemon and Orange 
Oil Situation Explained by Pisano 


Charles Pisano, presi- 
dent of Citrus and Allied Essential Oils 
Co., New York, N. Y., official stock 
distributor for 
Consorzio Provin- 





ciale Agrumicol- 
tura Sezione Ber- 
gamotto, Reggio 
Calabria, Italy, 
has returned from 
a conference with 
his principals 
abroad. 

The bergamot 
oil crop of 1937- 

Charles Pisano 1938 was more 

abundant than ex- 
pected, he reported, but due to a large 
export demand it was totally consumed 
before this year’s crop was gathered. 
1938-1939 showed a normal production 
of approximately 350,000 pounds of a 
fairly good quality oil and although 
this figure is slightly less than the 
quantity exported during the previous 
year, it is felt that it will be sufficient 
to take care of the world’s require- 
ments. To date the Consorzio price 
of 130 lire per kilo is still being main- 
tained and it is Mr. Pisano’s opinion 
that this price which has been the 
same for the last two years will be 
sustained. 

The orange oil crop which is now 
being produced in Sicily and in Cala- 
bria, is a small percentage of what 
was formerly produced but the quality 
is superior. 

Lemon oil up to the end of January 
1939 was not too plentiful and the 
majority of the merchandise inspected 
proved to be an inferior grade. How- 
ever, since the beginning of February 








Picking bergamot in Reggio Calabria 


1939, more oil of a finer quality has 
been available. It is Mr. Pisano’s be- 
lief that prices will be nominal and 
that the high prices prevailing during 
1938 will not be reached. 


BIMS to Resume Golf 
Matches May 11 in New Jersey 


The BIMS like the 
“groundhog” thrust their heads out for 
the first time this year, and must not 
have seen their shadows for they an- 
nounced the opening of golf relations 
on May 11 at the Canoe Brook Country 
Club. 

All this thrusting and shadowing was 
done on February 16 during a Beef- 
steak Dinner at Gallagher’s, the open- 
ing gun of the 1939 campaign of 
goodfellowship. One hundred and 
thirty BIMS and their guests ate so 
much beefsteak that the regular diners 
of Gallagher’s complained of a short- 
age, being served only a pound a piece 
in place of the regular two pounds. 

The party was a grand success and 
it serves as proof again that the BIMS 
are going places with their goodfellow- 
ship campaign. BIMS is a non-profit 
organization for the promotion of 
friendliness and understanding in the 
cosmetic and allied industries. 


Charles of the Ritz 
Forms New English Company 


The manufacture and 
distribution of Charles of the Ritz prod- 
ucts in England will now be handled by 
a newly formed company, Charles of 
the Ritz Distributors, Ltd., London, un- 
der the directorship of J. G. B. Hutch- 
ings. All Charles of the Ritz products, 
except perfumes and toilet waters, will 
be produced by the new company and 
sold through demonstrators in depart- 
ment stores. 

Mr. Hutchings is also a director of 
Beauty Proprietaries, Ltd.. which for- 
merly handled distribution of Charles 
of the Ritz products in England. 
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Ue 
Liquor. 
CcigareTrTe 

SaratTH 


there's A RUTIBLE VIAL 


TO SOLVE IT... 


Leading pharmaceutical and drug manufacturers—front rank 
producers of cosmetics, perfumes, oils, chemicals, food 
products and novelties—put their sampling and packaging 
problems up to Kimble for economical and effective solution. 
It is here they come for advice and counsel on the most suit- 
able containers to carry their products to merchandising 
success and profits. 

If you have a product that can be packaged in a Kimble Glass 
Vial, by all means investigate this low-cost, modern way of 
reaching the masses and winning prompt, lasting acceptance. 

Kimble Vials are strong, strain-free, light and convenient. 
They serve scores of diversified uses for old and new articles. 
Consult Kimble today— for sales success tomorrow! 
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DCAT Banquet Sets 
a New Record in All ways 

A new record in at- 
tendance. in the interest and variety ot 
the speeches by Dr. Thomas Parran and 
Roy W. Moore. and in the information 
disseminate don the vital part the allied 
industries play in the economic life of 
the Nation, was set at the March 9 Drug. 
Chemical and Allied Trades banquet in 
the Waldorf Astoria, New York. N. Y. 


R. D. Keim acted as toastmaster. 


Fritzsche Chief of Research Com- 
pletes Round-The-World Survey 

After an absence of 
more than nine months, Dr. Ernest 
Guenther. chief research chemist of 
Fritzsche Brothers. Inc., is back at 
his desk in New 
York headquar- 
ters. Since his 
departure last 
May, he has made 
a complete circuit 
of the globe, sur- 
veying essential 
oil production in 
India, Ceylon. Si- 
am, French Indo 
China, British Ma- 
lay and the Dutch 
East Indies, Au- 
stralia, China. Manchukuo, Japan and 
the Philippines. 

Departing from the firm’s factory in 
Seillans in the late summer, Dr. Guen- 
ther went by steamer to India, via 
Arabia. 
tion of oils of palmarosa and lemon- 
grass; and at Mysore, through the 





Dr. Ernest Guenther 


He investigated the produc- 


courtesy and cooperation of govern- 
ment officials, he was enabled to make 
an exhaustive study of sandalwood oil 
production. Leaving the Indian main- 
land, he went to Ceylon for investiga- 
tion of cinnamon and citronella, thence 
by steamer to Singapore and a visit 
to the patchouly regions in Johore, 
British Malay. 

Flying from Singapore via Sumatra, 
he arrived at Batavia, Island of Java 
in the Dutch East Indies, where he re- 
mained for nearly a month making ex- 
tensive investigations in those sections 
devoted to the cultivation of citronella, 
vetiver, cananga and cajeput. As a 
guest of the government’s Department 
van Economische Zaken, Dr. Guenther 
was received most cordially by its 
officials who extended him every fa- 
cility for study of their program aim- 
ing at strict control of all shipments 
of essential oils leaving Java. He was 
deeply impressed by this progressive 
work and also by the Netherlands 
government’s experimental program 
which has as its purpose improvement 
of their essential oils. 

Dr. Guenther’s trip from Java to 
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Australia via Bali and Timor and 
across the Timor Sea was made by air 
as were his further travels to Sidney. 
Melbourne and across the continent to 
Perth. in West Australia. His study 
of Australian eucalyptus was greatly 
facilitated by the hospitable coopera- 
tion extended him by all those with 
whom he came in contact. Flying 
back to Java and Singapore, Dr. Guen- 
ther journeyed up to Bangkok, Siam. 
thence by car to the ruins of Angkor 
and to Saigon. French Indo China. 
Continuing to Hanoi, he surveyed pro- 
duction of star anise in the region of 
Langson on the Chinese frontier, then 
by small steamer to Hongkong for 
study of the situation regarding oil of 
cassia. Traveling north, again by 
steamer, to Shanghai and Tientsin, by 
train to Peking, and from there via 
Manchukuo and Corea he arrived in 
Japan. Here he surveyed peppermint 
and camphor production. Boarding 
a steamer once more, he reached the 
Philippines for an investigation of 
ylang ylang in the vicinity of Manila. 

From Manila he commenced what 
was probably the most thrilling experi- 
ence of his entire trip, the long flight 
via Guam, Wake and Midway Islands 
and Honolulu to San Francisco aboard 
the spacious China Clipper of the Pan 
American Airways. The marvelous 
pioneer work of this organization in 
bringing together the two Pacific shores 
within a matter of a few days, the 
splendid, up-to-the-minute services and 


Lentheric, Inc., has taken the current interest in the dance,—as exemplified by the marked 
success of the French motion picture Ballerina,—as a perfect theme for window display. 
The above illustration is an example of how this theme is tied up with the company's 
newest perfume, Anticipation. The displays, which were shown in various department stores, 
also featured dance slippers by Capezio, ballet costume by Jac-Lewis of Maharam Fab- 
rics, covers of the publication Dance, and stills from the motion picture Ballerina. 


accommodations they have provided at 
the isolated stopping-off places, and 
the meticulous care taken by their 
pilots, navigators and crew in making 
this 8000 mile, over-water flight a mat- 
ter of safe and precisely scheduled fly- 
ing, are matters of which the American 
people should be justly proud. Evi- 
dence that they are proud of Pan 
America’s achievements was furnished 
when an awaiting crowd of thousands 
of cheering spectators hailed the great 
ship as it glided in over the Golden 
Gate, landed easily on the waters of 
San Francisco Harbor and taxied up 
to the landing pier on Treasure Island, 
site of the Pacific Coast’s World’s Fair. 
Spontaneous applause greeted the blue- 
uniformed officers and crew as_ they 
disembarked and with military pre- 
cision, marched up the gangway to 
present their papers and report safe 
arrival from the Orient. 

Dr. Guenther took leave of the 
Philippines on February 18; he re- 
ported at the New York headquarters 
of Fritzsche Brothers just nine days 
later! During his entire trip he took 
over 10,000 ft. of colored motion pic- 
tures. These, and the richly informa- 
tive material he has collected, as well 
as his impressions of the various 
peoples and countries he has visited 
the inscrutable spell of India, the 
charm of Bali, the cordiality of the 
Australians, the exotic beauty of Pek- 
ing’s temples and palaces, the glamour 
of Hongkong, the growing power of 
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LILAC NORDOIL 
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The spring freshness and elusive character of the living 


flowers is reproduced with ¢harming fidelity in Lilac 


Nordoil. 


It is powerful, persistent and permanent and is espe- 


cially useful in toilet waters and extracts. 


It is also prepared for use in creams and powders. 


Write today for working samples. 
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ESSENTIAL OIL AND CHEMICAL COMPANY, INCORPORATED 


NEW YORK OFFICE: 601 WEST 26th STREET 
CHICAGO: 325 W. HURON STREET 
ST. PAUL: 2583 E. 4th STREET 
LOS ANGELES: 2800 E. llth STREET 
CANADA: 119 ADELAIDE STREET, W. TORONTO 
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awakening China, the impeccability of 
Japanese hospitality—all of these will 
be made available to the entire indus- 
try by courtesy of his firm through his 
lectures during the coming Spring and 
Fall and his articles which will ap- 
pear in the various trade publications 
throughout the year. 


Beauty Shop Owners to Meet 
In New York March 20-24 


The International 
Beauty Shop Owners Convention and 
Exhibition will open under the direc- 
tion of Joseph Byrne March 20 at the 
Hotel Pennsylvania, New York, N. Y. 


The convention will last four days. 


B. T. Bush Organizes Company 
To Develop and Deal in Specialties 


Burton T. Bush has 
organized B. T. Bush & Co. with offices 
at 136 Liberty St., New York, N. Y., 
to develop and deal in specialties. Mr. 
Bush is one of 
the best known 
men in the essen- 
tial oil industry 
and a pioneer in 
the American aro- 
matic chemical in- 
dustry with which 
he has been as- 
sociated for many 
years. He is also 
well known in 
Europe where on 
numerous trips he 
familiarized him- 
self with the latest aromatic chemical 
manufacturing processes abroad. 


B. T. Bush 


Sales Effort on Shulton’s 
Old Spice Line Increased 


Shulton, Inc., New 
York, N. Y., has increased its 1939 
advertising appropriation for Old Spice 
Toiletries so as to include fourteen 
national magazines as well as a num- 
ber of newspapers. 


Four Elements to Make 
Combination Deals Sound 


“Are there going to 
be sound consumer deals or aren't 
there?” asked John S. Norton, vice 
president of the Lambert Pharmacal 
Co., at the Retailers’ Forum of the 
Drug, Chemical and Allied Trades 
Section held in the Commodore Hotel 
February 21. 

“I don’t think the retailer should 
tell us whether these deals (combina- 
tion or companion items) are going to 
depreciate the value of our products. 
That is for the manufacturer to decide. 

“As I see it, there are four main 
elements needed in making the deals 
sound. First, there must be two 
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Winners of the National Christmas Sales Contest conducted by Beauty Counselors, Inc., Detroit, 
Mich., who scored the highest sales volumes for the months of October, November and Decem- 
ber, 1938, were rewarded with a trip to Bermuda. They are shown above in front of the Belmont 
Manor Hotel, Warwick, Bermuda, where their stay was made most comfortable and enjoyable. 


nationally advertised items. It is not 
good to include one ‘sleeper’ product. 
Second, the products should be adver- 
tised extensively. Third, the products 
should be filed under fair trade with 
a definite expiration date; and fourth, 
the retailer should make as great or 
more profit than when he sells the 
items separately. 

“Further, I think merchandise should 
be so allotted that by the expiration 
date there will be a complete sell-out. 
[ believe that we should try to set up 
‘controls’ for consumer deals so that 
none will be left on the shelves. 

“There is a requirement for combina- 
tion deals because they cause consumer 
excitement. To the query, does fair trade 
lower prices to the consumer, I would 
say that ‘under combination deals it 
does.” I don’t think that you can rule 
out combination deals, but they should 
be sound.” 


Roy Root and Committee 
Arranging T. G. A. Entertainment 


In respect to the 
memory of the late Charles E. Kelly, 
no successor to him as chairman of the 
Entertainment committee of the Toilet 
Goods Assn. will be appointed this 
year. Le Roy Root has been appointed 
vice chairman. The other members of 
the committee are: A. C. Burgund, W. 
D. Barry, Chas. Fischbeck, W. E. Klaas, 
M. Lemmermeyer, W. P. Murray, and 


Karl Voss. 


Evening Cosmetic Courses in 
Brooklyn Resumed February 23 


Cultural Cosmetology 
and Pharmaceutical Cosmetics, the two 
evening courses offered at the Brooklyn 
College of Pharmacy by Dr. Herman 
Goodman will be given in the Spring 
semester which started February 23. 


Full information about the courses may 
be had by writing to Dr. Hugo H. 
Schaefer, dean at the college. 600 La- 
fayette Ave., Brooklyn, N. Y. 


Homan Confers With D & O Rep- 
resentatives in Coast Wide Trip 


Charles O. Homan. 
sales manager of Dodge & Olcott Co.. 
New York, N. Y., returned February 
18 from a six weeks’ trip to the west. 
He visited Los Angeles and with D & 
O’s Pacific Coast representative, R. 
Eliot Fernald, traveled up the coast as 
far as Seattle and Vancouver. Mr. 
Homan also visited his company’s St. 
Louis branch before returning home. 
He was very much pleased with the 
reception accorded him by the many 
friends in the trade he called on. 


In Contempt for Violating 
Fair Trade Injunction 

For violation of a 
Coty fair trade contract after an in- 
junction had been granted, Earl B. 
McKinney trading as the Rex Drug 
and Cosmetic Store, New York, N. Y.., 
was sentenced for contempt of court 
by Justice Samuel Rosenman of the 
Supreme Court. An order was signed 
fining the defendant $25 or ten days 
in jail. 


Toronto Perfumers Told How 
to Convince the Prospect 


The Association of 
Canadian Perfumers and Manufactur- 
ers of Toilet Articles listened to an in- 
teresting address by C. W. Wright on 
“How to Convince a Prospect,” at the 
February 6 meeting in Toronto. Norman 
Dahl, chairman of the Toronto group 
who recently returned from a_vaca- 
tion trip, also spoke. 
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WHEN YOU BUILD 
YOUR PRODUCTS 
REMEMBER THE KEYSTONE IS 


QUALITY 


With the feeling that there 
can be no better evidence 
of the service we aim to ren- 
der to our patrons, we 
enumerate below the out- 
standing firms we rep- 
resent. These eight 
JEWELS support our 
keystone of quality 
service. 


















Floral Products, Oil Laven- 


der Fleurs, Oil Ylang, Oil 


Come to headquarters for 







the finesse RAW MATE- 







RIALS FROM ALL OVER Citronella Java, Zinc Ox- 












ide, Gum Benzoin Siam, 









THE WORLD. As direct im- 






Gum Tragacanth Persian, 






porters our service offers —_—ee 







' exceptional advantages to Cechkesite, San - Meached 





buyers in Quality, Service, 






Beeswax, Rice and Starch, 





| Spot Stocks . .. Natural Kaolin, Precipitated Chalk. 







THE ATLANTIC REFINING CO. 
PHILADELPHIA, PA. 
260 South Broad Street 






THE HARKNESS & COWING 


CINCINNATI, OHIO, U. S. A. 






Petroleum Products 
White Mineral Oils U. S. P. for pharmaceutical use. 
Technical for cosmetic uses. 
All gravities, all viscosities. 





Manufacturers of Stearic Acid 
Saponification Process 














THEODOR LEONHARD WAX 


Established 1852 
HALEDON e@ PATERSON, N. J. 


Bleachers & Refiners of Bees-Wax 
White Bleached Bees-Wax T. L. Brand 
Extra Quality—U. S. P. and 100% pure 


H. J. BAKER CO. 


NEW YORK 
















Sturge’s English precipitated chalk U. S. P. 







Extra Light Dense 








SIERRA TALC CO. 


LOS ANGELES, CALIF. 





LACO PRODUCTS CO., INC. 


BOSTON @ NEW YORK 















Manufacturers and Importers 
Castile Soap “Laco” 
Powdered — Granular — Bars 


Sierra Talcs approximate the ideal—chemi- 
cally and physically—and excel in uniformity 
of milling and color. 








COLGATE-PALMOLIVE-PEET CO. 


JERSEY CITY, N. J. 
Executive Offices—105 Hudson Street 





THURSTON & BRAIDICH 


NEW YORK 















Specialties: 
Gum Arabic — Gum Karaya — Gipeuine 
Gum Tragacanth : ; 
Vanilla Beans Tonka Beans Chemically Pure U. S. P. Dynamite 








1.C. DRURY & @oO. In@. 


19 E. NORTH WATER ST.. CHICAGO, ILLING@ 


Hair Dyes Seized for 
Omitting Caution in Labels 


During January, two 
hair dyes were seized by the Food and 
Drug Administration. They contained 
the dye, paraphenylenediamine, and 
failed to carry in their labeling the 
cautionary statement prescribed by the 
law against use on the eyelashes and 
eyebrows and for making a preliminary 
skin test before use as a hair dye. The 
seizures involved 38 packages of Ma- 
dame Marva Hair Coloring, and 76 of 
Eau Sublime Instantaneous Hair Color- 
ing. 

For containing imitation flavor not 
so labelled, 264 bottles of vanilla ex- 
tract and 204 bottles of lemon extract 
were also seized. 


Cannot Claim Cosmetic Is 
Remedy for Dandruff 


Rose R. Scott, trad- 
ing as Koskott Co., New York, N. Y.., 
has been ordered by the Federal Trade 
Commission to cease and desist from 
disseminating advertisements represent- 
ing that any of her cosmetics will stop 
falling hair, prevent baldness, grow 
hair or constitute a remedy for dand- 
ruff, pimples, eczema, barber’s itch and 
other scalp disorders or that the prepa- 
rations are of the highest medical. 
pharmaceutical or scientific efficiency. 


Ingredients of Shaving Powder 
Under Attack by F.T.C. 


Charging false and 
misleading representations in the sale 
of a hair removing preparation, the 
Federal Trade Commission has issued 
a complaint against Morehouse Manu- 
facturing Co., Savannah, Ga., trading 
as Shaving Powder Co. 

It is alleged that the corporation’s 
Magic Shaving Powder is not a shaving 
powder and that it is not a new method 
for removing hair, will not leave a 
clear, smooth skin, and is not harmless 
in all cases. 

The complaint charges that use of 
the preparation may, under customary 
and usual conditions, be harmful to the 
skin and its underlying structures be- 
cause of the ingredients from which 
the powder is compounded, and that its 
use may also result in severe injury to 
the eyes of the user. 


Claim That Beverage Removes 
Wrinkles Tabooed by F.T.C. 


The Federal 


Trade 


Commission has ordered John J. Kane, ° 


trading as La Pep Health Beverage Co., 
Philadelphia, Pa., to discontiue unfair 
methods of competition in the sale of 
a preparation known as La Pep. 

The company was directed to cease 
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representing that his product, a mixture 
of fruit juices and herbs, is a compe- 
tent remedy in the treatment of skin 
eruptions, sluggish blood, constipation, 
fatigue, gall bladder trouble, heart 
trouble, rheumatism, or other similar 
ailments; that it will guide a person 
to health and act as a body disin- 
fectant, cause wrinkles to disappear or 
cleanse and clarify the skin. 


Claim that Cosmetics are Result 
of 5000 Years Experience Stopped 


George A. Sakele. 
trading as Monsieur Sakele, New York, 
has stipulated with the Federal Trade 
Commission that he will cease adver- 
tising unqualifiedly that Egyptian Sun 
Tan Creme is capable of preventing 
sunburn, freckles or dry skin and that 
his cosmetic products are the result of 
5000 years of experience. 


Jergens to Erect Million 
Dollar Plant in New Jersey 


Thirty-nine acres of 
land on Mill St., Belleville, N. J.. have 
been purchased by the Andrew Jergens 
Co., Cincinnati, Ohio., where a $1,000.- 
000 plant will be erected which will be 
its eastern headquarters. Twenty-six 
acres lie on the south side of the 
Second River and thirteen on the north 
side. The City of Belleville has bought 
nine adjacent acres on the north side 
where it will construct an overflow 
basin for flood control. 


Coty’s Record Sales a 
Prelude to Big Sales Campaign 


Record sales for 1938 
have encouraged Coty, Inc., New York, 
N. Y., to begin the largest color ad- 
vertising campaign in its history in 
twenty-four national magazines. News- 
paper advertising will be continued for 
a third year. 


Winning Packages for Wolf 
Awards Displayed at Exposition 


A featured exhibit at 
the Ninth Packaging Exposition in the 
Hotel Astor, New York, March 7 to 10 
was made up of winners and those 
receiving honorable mention. 

The Rainsuiter display carton of 
Leon A. Axel Ltd., designed by Martin 
Ullman was awarded the Irwin D. Wolf 
trophy. 

The Andrew Jergens Co. won the 
award for the Woodbury face powder 
box which was selected as the most 
effective package employing a single 
color. 

Burnett’s liquid package 
used by the Joseph Burnett Co. and 
designed by the Owens-Illinois Glass 


color 


Co. received honorable mention for the 
most effective use of merchandising in- 
genuity. 

Sea Water Toiletries entered by 
Marton Freres, Inc., got honorable men- 
tion for the most effective use of two 
or more packaging materials in one 
package and also for the most effective 
family of packages. 

The floor display for soaps used by 
Lever Brothers Co. won the award for 
floor pieces that most effectively con- 
tribute to selling of the unit package. 


Allied Drug & Chemical Assn. 
Gets Timely Label Advice 


The February 22 
meeting of the Allied Drug & Chemical 
Assn. held at the Fort Shelby Hotel, 
Detroit, Mich., was the biggest in years. 
\ timely talk on labeling problems was 
delivered by Wilbur F. Campbell, at- 
torney at law of Frederick Stearns & 
Co., which was followed by some lively 
discussion, 


Cosmetics at British 
Pharmaceutical Conversazione 


The Pharmaceutical 
Society of Great Britain held a memor- 
able Conversazione at its London head- 
quarters on February 14, which was 
attended by over 700 guests, including 
Lord Trench; Sir Harry Hague; Sir 
Ernle and Lady Blackwall; Sir Rupert 
Howarth, Clerk to the Privy Council; 
Sir William Willcox; Harry Jephcott, 
M.Sc., F.LC.; R. Bacharach, A.R.C.S., 
F.I.C., the British expert on vitamins; 
H. S. Redgrove, B.Sc., F.I.C., the cos- 
metic expert, and other notabilities. 
Nineteen rooms were devoted to ex- 
hibits dealing with the latest develop- 
ments in pharmacy and medicine, with 
the history of pharmacy, and with other 
aspects of the society’s activities. Toi- 
let products were not overlooked. Half 
of one of the rooms showed displays 
relating to emulsification, including 
hand homogenizing machines, methods 
of determining emulsion type, and a 
most interesting collection of creams 
and fluid emulsions, mostly of the cos- 
metic type, which had been specially 
prepared to illustrate the use of modern 
emulsifying agents. Full formulae were 
written on each bottle or jar, and the 
range of modern materials dealt with 
embraced cholesterol and derivatives, 
methyl-cellulose, _ tri-iso-propanylamine 
and trienthanolamine, diglycol stearate, 
sodium mono-stearate, cetyl and stearyl 
alcohols, and partially phosphated mix- 
tures of these alcohols. History was 
provided for by a display of galenicals 
made according to old formulae, and 
a fine exhibit of rare old alchemical 
books, pharmacopoeias and _ herbals 
from the Society’s valuable collection. 
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Survey Shows What People 
Spend for Cosmetics 


Husbands averaged 
paying more to their barbers than wives 
to beauty parlors—when the family was 
below $1,750 a year—according to a 
Consumer Purchase Study analysis of 
the personal care expenses of 1,500 fam- 
ilies in four cities of Washington and 
Oregon. Above that income level, wives 
usually paid more for beauty treatments 
than husbands paid for barber care. 

Expenditures for tooth paste, pow- 
ders, and mouth washes increased with 
purchasing power. Families of the low- 
est income class spent an average of $1 
a year for these items, but the expendi- 
ture doubled as soon as incomes rose 
above $500, tripled when incomes were 
from $750 to $1,250. And families with 
incomes from $4,000 to $10,000, spent 
six times as much on these items as 
those in the lowest income class—$6 
instead of $1. 

Other toilet articles and preparations, 
including cleansing tissues and powder 
puffs, represented an average expendi- 
ture of less than fifty cents a year to 
families with incomes under $750, and 
only $1, for families at all the other 
income levels except those getting $4.- 
000 or more. At that level and above. 
the amount increased to $2. 


U. S. Toilet Preparations Now 
Go All Over the World 


American toilet prep- 
arations are now going regularly to 
practically every country in the world. 
In 1938 exports totaled $6.165.600. an 
increase over 1937 total of $5.997.700. 


Essential Oils and Raw 
Material Imports Drop 


Imports into the 
United States of soap and toilet prepa- 
ration materials in 1938 dropped from 
$3,130,700 to $2,409,000. Essential oils 
dropped from $5,457,000 to $4,495,000. 
Gums, resins and balsams dropped 
from $14,017,000 to $8,584,000. 


New York Companies Dis- 
solved for Failure to Pay Taxes 


Among the 23,000 
New York stock companies dissolved by 
proclamation of the Secretary of State 
on December 15, because of failure to 
file reports and pay corporation taxes 
for three consecutive years, were the 
following cosmetic companies: Acme 
Druggists and Hospital Supplies, Brook- 
lyn Perfume Syndicate Co., Cameo Cos- 
metic & Drug Shoppe, Cosmetic Brands. 
D’Arcy Perfume, Equity Perfume 
Shops, Foresti Cosmetic & Perfume Co.. 
Gilbert Cosmetic Stores. Jamaica Cos- 
metic Shoppe. James Drug Co.. Cos- 
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metical & Medical Preparations “Mir- 
alculum” Co., Mack’s Cosmetic & Drug 
Corp., Majestic Soap Products Corp., 
Model Chemists, National Cosmetic 
Stores, Perfumeter Co., Picture Soap 
Co., Seagate Cosmetic Shop, Standard 
Cosmetics, Supreme Perfume Shops. 
Valasta Perfumes, Vogue Cosmetics, 
Zapoteca Labs. 


Fred Ertel and F. X. Dealy Lecture 
on Filtration at Columbia 

Latest advances in 
pharmaceutical and cosmetic filtratiou 
and clarification formed the subject of 





F. J. K. Ertel F. X. Dealy 


a symposium at the February meeting 
of the New York branch of the Amer- 
ican Pharmaceutical Association. lt 
was held at the College of Pharmacy, 
Columbia University, and was attended 
by about 200 pharmacists, chemists, 
manufacturing pharmacists and _ cos- 
metic manufacturers. 

Francis X. Dealy of the Ertel Engi- 
neering Co., the first speaker, gave a 
lucid explanation of the subject of 
filtration in all of its major phases, 
and Frederick J. K. Ertel, president of 
the Ertel Engineering Co., followed 
with an exposition of the three major 
brands of filtration and their practical 
application. Dr. Rogiero spoke on the 
preparation of non-pyrogenic infusion 
fluids by absorptive filtration. At the 
conclusion of the addresses there was 
a discussion of the various points de- 
veloped. Filtering apparatus and pho- 
tographs were displayed. 


Lady Esther Seeking to 
Prevent Use of Name for Shoes 


Judge J. C. Mahoney 
of U. S. District Court, Providence. 
R. L., allowed Samuel B. Flanzbaum of 
the same city to file an amended 
counterclaim in the trademark infringe- 
ment suit brought against him by Lady 
Esther, Ltd., Chicago, Ill. The latter 
charges that the defendant has used 
the trademark, “Lady Esther,” in its 
characteristic script on shoes, shoe 
boxes, stockings and signs, and had 
willfully advertised ambiguously so as 
to confuse the public into believing 
that his business is operated by the 








plaintiff. The plaintiff seeks a_per- 
manent injunction against use of the 
name, “Lady Esther,” by the defendant. 


Alabama Becomes 
44th Fair Trade State 


With the signing of 
the fair trade bill by Gov. Frank M. 
Dixon, Alabama becomes the 44th state 
to accept fair trade. The Alabama bill 
was promulgated by the Alabama Phar- 
maceutical Assn. under the leadership 
of its president, Elbert W. Gibbs of 
Birmingham, Ala. In the four remain- 
ing non-fair trade states (Delaware, 
Missouri, Texas and Virginia), fair 
trade measures are now pending, pub- 
lic hearings in all four states having 
already been held. 


Domestic Production of Fats 
and Oils Largest Since 1929 


Preliminary estimates 
indicate that domestic production of 
fats and oils from domestic and im- 
ported materials during 1938 was the 
largest since 1929. Domestic produc- 
tion from domestic and imported ma- 
terials totaled over 8.5 billion pounds. 


Variety Stores Sales 
Ahead of 1938 


Combined sales of 
twelve leading 5 and 10c. to $1.00 
variety chain stores in January ex- 
ceeded sales in January 1938 by 3.2 
per cent. 


Would End Chain Stores 
By National Legislation 


The Patman bill, 
known as House Bill No. 1, introduced 
in Congress is intended to legislate 
chain stores out of business. 


Bill in Congress to 
Repeal Miller-Tydings Law 


Senator King of Utah 
has introduced a bill for the repeal of 
the Miller-Tydings resale price main- 
tenance act. 


1937 Toiletries Output 10.7°; 
Higher than in 1935 


The production of 
perfumes, cosmetics, and other toilet 
preparations for 1937 is valued at 
$132,336,481 which, according to the 
Bureau of the Census, is 10.7% higher 
than the 1935 figure of $119,529,172. 
This figure does not include toilet soap 
or shaving cream containing soap. 

The soap industry, according to the 
census bureau, produced $301,291,547 
worth of products—a gain of 26% over 
the 1935 figure of $239,116,130 which 
includes cleansers, washing compounds 
and shaving creams containing soaps. 
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VELIZAR BAGAROFF + OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available in all markets under his own label. 


This quality product is especially worthy of your consideration. 
— 
Sole Agents for the United States: W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada: W. J. BUSH & CO. (Canada) Ltd... Montreal, Canada 


OIL LAVENDER ALTITUDE 


It costs more than inferior oils; — it's real Lavender. 


Selected from the finest producing regions, representing the highest 
standard in quality, odor, uniformity. 
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IT IS IMPORTANT THAT 
YOUR OWN BRAND OF COSMETICS 


possesses Quality and package appeal 


our 33 Years of Manufacturing Experience assures 
you of the utmost in both of these respects 


Particular attention paid to making products and 


labels conform to requirements of the New Cosmetic Act 


ace types of CREAMS, LOTIONS, POWDERS, 


ano oTtHERCOSMETICS. price cist BY REQUEST 


THE KLIN KER MFG. COMPANY 


9200-9210 BUCKEYE ROAD , CLEVELAND, OHIO 
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OBITUARIES 
Jean Phillipe Chuit 


Jean Phillipe Chuit, founder and for- 
mer head of Chuit, Naef & Cie.. Gen- 
eva, Switzerland, died at Geneva Jan- 

uary 30 at the age 
of 73. He had not 
heen active in the 
monagement of 
the business, now 
Firmenich & Cie. 
for the past dec- 

ade. 
Dr. Chuit was 
born in Geneva 
May 1. 1867. He 
attended the Uni- 
: versity of Geneva 
J. P. Chuit and received his 
degree of doctor of sciences. After 
his doctorate, he continued his studies 
at the Universities of Lausanne and 
Basle, specializing in research on syn- 
thetic perfume materials. At the age 
of 29, he joined Martin Naef in es- 
tablishing the firm of Chuit & Naef. 
known successively as Chuit, Naef & 
Cie., M. Naef & Cie. and today as Fir- 

menich & Cie. 

Dr. Chuit devoted almost his entire 
life to this business and was largely 
responsible for all the important con- 
tributions made to synthetic aromatic 
chemistry by his firm. He became an 
outstanding authority on the chemistry 
of perfumes; and was the first to 
separate and purify the alpha and beta 
ionones. He discovered hydroxycitro- 
nellal which led to the development 
of one of the most important bodies 
in modern perfumery and was a pio- 
neer in the study of the cyclic rings 
of large numbers of carbon atoms and, 
in addition, did much work on cou- 
marin, vanillin, methyl 
nesol and nerolidol. 

By his death modern synthetic per- 
fumery loses a man who has contribu- 
ted much to its development and pres- 
ent high standing. 


ionones, far- 


William Schilling, Sr. 

William Schilling, Sr., father of 
William Schilling, Jr.. manager of the 
Norda Essential Oil & Chemical Co. 
New York, N. Y., died recently follow- 
ing a three weeks’ illness. He was well 
known for his skill as an_ interior 
decorator. Three sons and a daughter 
survive him. 


Joseph Mathias 


Joseph Mathias, formerly president 
of James B. Horner & Co., New York, 
N. Y., manufacturers of essential oils, 
died February 4 at his home in Brook- 
lyn, N. Y., at the age of 77. 

Mr. Mathias spent the major portion 
of his life with the Horner company. 
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He began his employment there at the 
age of 16 as an errand boy and worked 
himself up until he was able to take 
over the direction of the business upon 
the death of Major James B. Horner 
in 1914. He retired from business in 
1937 when he sold the company to the 
Orbis Products Corp., New York, N. Y. 

He is survived by a brother and 
sister. 


Frank Schumann 


Frank Schumann, in charge of pur- 
chasing for the United Drug Co.. Bos- 
ton, Mass., died February 2 at the age 
of 56 years. He is survived by his 
widow and a son. 


Curtis Campaigne 


Curtis Campaigne, vice-president and 
United States sales manager of Yardley 
& Co., Ltd., manufacturers of soaps, 
perfumes and toi- 
let goods, died 
March 4 of a 
heart attack at his 
home in Mont- 
clair, N. J. He 
was 55 years old. 

Mr. Campaigne 
was born in Troy, 
N. Y., and was a 
graduate of Wes- 
leyan University. 
He had served as 
vice-president and 
sales manager of the Yardley firm for 
10 years, and formerly was with Cluett, 
Peabody & Co., shirt manufacturers, in 
Troy. 


Curtis Campaigne 


Mr. Campaigne was a member of the 
Montclair Golf Club, the University 
Club of New York, and the Point o’ 
Woods Assn. of Long Island. 

Surviving are his wife, Mrs. Edna 
Foote Campaigne; two Curtis 
Campaigne Jr. of New York City, and 
Jameson G. Campaigne of Dallas, 
Tex.; a daughter, Miss Constance Cam- 
paigne of Pasadena, Calif.; a brother, 
Dr. William N. Campaigne, and a sis- 
ter, Miss Bertha Campaigne, of Troy. 


sons, 


Mrs. Frances Dickinson 


Mrs. Frances Dickinson, mother of 
E. E. Dickinson, Jr., president of E. E. 
Dickinson & Co., witch hazel manufac- 
turers, died at her home in Essex, 
Conn., February 9 at the age of 80. 


TRADE JOTTINGS 


“Protex-A-Face,” a paper shield 
which is placed at the forehead hair- 
line and extends down over the ears in 
cup formation, was invented by Joan 
Wilson, of New York, N. Y., with the 
idea of making the hair-drying session 


in beauty salons more comfortable. 


The shield will keep the heat rays from 
the dryer away from the face, the in- 
A special cut on the 
edge of the shield is designed to hold 
the regular hair net, placed on the head 
after the shield. 


ventor reports. 


Beauty Sheen, a hair lotion which 
is a lemon rinse and wave set in one 
and which was introduced over a year 
and a half ago, has received wide-spread 
acceptance in the better stores and 
salons, Berta M. Sadtler, the manufac- 
turer, announces. Thirteen of Elizabeth 
Arden’s salons now use it. 


Charles H. Lesser has sold his 
interest in the Bost Tooth Paste Corp. 
to the Barbasol Co. and has resigned 
as an officer and director. 


Owen Moynihan, manager of Fay 
Fagan, cosmetics, announces the re- 
moval of the business from Lafayette. 
Ala., to Syracuse, N. Y. The new plant 
was put in operation early this month. 


A new throat and neck cream is be- 
ing introduced by Kathleen Mary Quin- 
lan, Inc., New York, N. Y., as a part 
of the company’s new. streamlined 
throat and neck treatment designed to 
help retain graceful curves. 


Yardley of London announces a new 
shade of face powder, Deep Peach, a 
pink tone which will fit with blue-toned 
make-up particularly recommended for 
the fair skinned. 


For the new “little girl” fashions, 
Elizabeth Arden announces two new 
spring make-ups: Sky-Blue Pink, con- 
tinuing the vogue for blue undertones, 
and Stop-Red, for gay, spring clothing. 


Inspired by the water color portraits 
of Marie Laurencin and Renoir, Helena 
Rubinstein introduces a new “water 
color” make-up called Aquarelle, a soft 
pastel tone for the youthful fashions. 


Page & Shaw eliminated the problem 
of left-over Valentine “hearts” by mak- 
ing it easy to replace the red trans- 
parent wrapping over its silver foil 
heart-shaped candy box with a green 
transparent jacket for St. Patrick’s 
Day. Other jackets are obtainable for 
Easter and Mother’s Day packages. 


Miner’s, Inc., now in its seventy-fifth 
year, has moved to 12 FE. 12th St., New 
York, N. Y. 


At the end of January, Campana 
Sales Co. came out with a combination 
offer of one package of Italian Balm 
and one jar of Dreskin Coolies at the 
retail price of 35c., Fair Trade mini- 
mum, 29 cents. 
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LABORATORY 
FILTER 


A pressure type filter, 
economical in cost and 
operation — a "natural 
for laboratory work. Super- 
efficient, equipped with a 
gauge and hand pressure 
pump. Indispensable for 
testing runs and small 
batches. 
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March, 


PORTABLE MIXERS * BOTTLE FILLERS a GLASS LINED 
AND STAINLESS STEEL TANKS ao 


2 F Dt Bah CORP. 


nd Designers of Liquid Handling Equipment 
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A NEW FITTING 


For Your 


DEODORANT PACKAGE 


The particular advantage of the 
No. 2800 applicator is that a black 
rod is inserted into the cap in- 
stead of the usual glass rod. This 
black rod shows up better in the 
liquid making the applicator more 
noticeable, thereby giving added 
sales appeal to your package. 


No. 2800 


No. 2700 applicator is the same 
as No. 2800 excepting it has a 
glass rod. Furnished with black 
plastic cap, screw thread, and 
finest rubber sponge, it can be 
supplied to fit properly in sizes 
up to and including 4 ounce 
packages. Write for samples 
and prices. 
No. 2700 


GLASS PRODUCTS CO. 
NEW JERSEY 
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HAND BOTTLE CAPPERS 





CONSTANT RESEARCH 


has enabled DUVAL 
to sell its products to an 
ever-increasing clientele. 


To makers of 
Toilet Preparations Flavoring Extracts 
Food Products Insecticides 
Dentifrices Soaps, Perfumes, etc. 


We earnestly solicit your inquiries for spot 
goods or on contract for future delivery on 
Essential Oils, Aromatic Chemicals, and 
all other Perfume and Flavor Materials that 
you may be using in your products. 


Here are a few testimonials 
received on Rose Paris 


. .. I'd like you to know that | am delighted 
with both of them. Am particularly enthusi- 
astic about the Rose Paris and predict for 
you a great run on this. In my judgment it 
is a better product than some others are sell- 
ing for double the price you ask for this." 


Oil Bouquet D’Orient 


for Face Powder 


"This has just come through from our powder 
manufacturer and we are more than de- 
lighted with it." 


Oil Dentifrice 


"Your developing of the flavor for our dental 
powder is a marvelous achievement. We know 
of no one who could duplicate your result; 
in fact we tried other houses before being 
referred to you.” 


COMPAGNIE DUVAL 


121-123 E. 24th Street, New York, N. Y. 


STuy-9-2261-2 































































































































































































































































Labeling Problems 
[Continued from page 34] 


A timely point in misbranding may be illus- 
“Mary Scott . . . Rou- 
Is it possible to use the name 


trated by an example 
manian Cosmetics?” 
of a country such as “Roumanian” as above? 
No. not unless the cosmetics were made in Rou- 
mania. But looking a little further, suppose “Mary 
Scott . . . Roumanian Masque” were used. Could 
If by the term it is im- 
plied that the masque is made in Roumania, the 


“Roumanian” be used? 


answer is no; but if a ¢ype of masque is meant, it 
could be used. One orders “French toast” in a 
restaurant. You do not mean toast made in France 
but a kind or fype of toast made and recognized 
as such all over. If the word “Roumanian” is used 
in that sense it is all right. 

What must be borne in mind if a cream is to be 
called a “cucumber cream” or a face powder an 
“olive oil” face powder or in similar cases where 
the name is taken from one or more of the in- 
gredients? There is no specification as to the 
amount of cucumber oil that must be in the cream 
or the amount of olive oil that must be in the face 
powder, in the law; but there must be sufficient 
quantity of each in the products to have an effect 

otherwise, to quote the regulation, “it may be 
misleading even though all of the ingredients are 
stated on the label.” 


SIZE OF TYPE IN LABELS 

No size of type is specified in the law or regula- 
tions. The type must be conspicuous and of suffi- 
cient comparative size with reference to the rest of 
the label. 

Note that the New York state law requires bold 
face type at least 1/9 inch in height for bottles and 
jars having a capacity of gill, half pint, multiples 
of a pint; and letters of at least 3/16 inch in 
height for bottles of other capacities with a clear 
space around the marking of the contents. 


WHERE REQUIRED MATTER SHOULD BE PLACED 

Where must the required information be placed? 
Preferably on the principal label. Putting the 
name and address of the manufacturer (or distribu- 
tor) and the contents on the principal label is NOT 
mandatory. If it appears there however all con- 
troversy is avoided. (In revising old labels where 
the form and size of the label are restricted by the 
form and size of the container, it is not necessary 
in all cases to put the required information on the 
principal label. 
pears on a back label or a bottom label there should 
he a valid reason for putting it on the back or bot- 
tom and it should be prominent so as to insure its 


But where such information ap- 


being seen.) 

Can the required information as in the case of 
face powders appear on the bottom of the box? 
Yes, if this has been the trade custom and the 
necessary information is on the bottom label con- 
spicuously shown. 

Can the required information appear on the top 
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of the cap of a jar? Or on the top of a face pow- 
der box? Yes, the same reason as given in the 
last question applies here. 

Where should the principal label be placed? On 
the part or panel of the container which is pre- 
sented or displayed under customary conditions of 
purchase. 

Must the information be repeated if it is on the 
principal label? 

If the required information such as the net con- 


In most cases, no. 


tents appears on a back label how must it appear? 
It must be as prominent as the front label and the 
type should be as conspicuous as the wording on 
the front label. 
tents and the like may appear on a back label but 
such necessary information should not be in small 


The directions, statement of con- 


type not likely to be read under the customary con- 
ditions of purchase and use. 

How should contents be described? 
tents 2 oz.” “Net weight—2 oz.”, etc. 
“Average contents 2 oz.” or “Approximately 2 02.” 


Say “Con- 
Do not say 


NAMES TO AVOID 

\ cosmetic is misbranded if the labeling is de- 
ceptive or false in any particular. Hence don’t call 
it a skin food, a wrinkle remover, a muscle oil or 
a hair grower or eyelash grower because there 
are no such things. The test is whether there is 
deception of the consumer. Hence, don’t call a 
lipstick permanent; because it isn’t; call it lasting. 
Incidentally, the Federal Trade Commission has 
ruled recently against the use of “indelible” as 
applied to lipsticks and rouge. The term “retone” 
is a satisfactory substitute on a product formerly 
called “muscle oil.” 


LABELING DEODORANTS 


How must a deodorant be labeled? If it stops 
perspiration it is considered a drug and comes 
under the drug labeling provisions. But, if the 
claim is made that it merely deodorizes without 
affecting a bodily function, to perspire, it will 
be considered a cosmetic. Thus a claim that a 
deodorant checks or neutralizes odors should be 
all right. 





Hair Dye Test 


Under the Food, Drug and Cosmetic Act of 
1938, there is nothing to stop the sale of hair dyes 
containing dangerous coal tar dyes, except the pro- 
vision that labels on such products must warn con- 
sumers that the dyes may be dangerous and that 
they should be tested before they are used; fur- 
ther, the law requires that the labeling bear ade- 
quate directions for such preliminary testing. 

This test is suggested: With a clean brush or 
other applicator, apply a streak of dye not less 
than 44 inch wide and 1% inch long to the skin 
and scalp, preferably behind one ear. The dye 
must be placed on both scalp and hairless skin. If 
redness, burning, itching, small blisters, or any 
other eruption develop within 24 hours, the dye 
should not be used. Tests should be made each 
time the hair is dyed. 
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CHOOSE 
EASY-TO-USE 


KREMOL WHITE OILS 


So perfectly do they blend with other ingre- 
dients that even an amateur gets passable 
results. Imagine the golden opportunities 
for a trained cosmetic chemist! Kremol is 
tasteless, odorless, crystal-clear—an oil of 
rare purity, with emulsifying qualities that 
make it a blue-ribbon hase for creams and 
other cosmetic products. 





Important Memo On 


BRILLOL for BRILLIANTINES 


A top-notch oil that is never too heavy or 
"greasy". Tasteless, odorless, colorless—and 
a Sherwood money-saver as well! 


SHERWOOD PETROLEUM COMPANY, INC. 


Refiners of Medicinal and Technical White Min- 
eral Oils and Technical and U.S.P. Sherolatum 


A Main Offices: Englewood, N. J. A 
BRANCHES THROUGHOUT THE NATION 
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Bb. AUTIFUL women choose the facial cream with the 
finest texture and the purest color. Facial cream made 


with a Beehive Brand Beeswax base has a better chance 
‘ ‘ 
BARGAROFF FRERES to meet these requirements. 


Beehive Brand Beeswax is 100% pure, it is uniform in 

+) : 7) texture and pertectly white. Our buyers select it from the 
( llo of ~K ose finest grade of crude beeswax. It is then tested for purity, 
: quality and uniformity in our own laboratories, and 


THE BEST KNOWN BRAND 


bleached by the sun and air. 
Unilormity ol Beehive Brand Beeswax will keep your 


Proven dependable purity . . . product always up to the high standard you set for it. 


unsurpassable quality. Distill- The quality and uniformity never change. It is entirely 


; = ; . : 
ed in Bulgaria’s chief rose dis- f-ee from adulterants and imperlections of any kind. And 


amen back of every tablet of Beehive Brand 









Beeswax stands the reputation of the 


manutacturer. 


NOW AVAILABLE 


WRITE DEPT. A-3 TODAY FOR COMPLETE 


Original packages of 8, 16, 32, INFORMATION 


50, and 100 ounces. 


BARGAROFF FRERES 


SOFIA, BULGARIA. 


Established 188! 


New York: 277 Livingston St. 
Brooklyn, N. Y. 
Telephone: TRiangle 5-0388 


March, 1939 














































NEW YORK MARKET 


A Few suppliers of aromatic chem- 
icals and essential oils report that 
February sales were slightly better 
than January. In other directions, 
however, buying is said to have 
slackened off from the January level. 

An encouraging feature in the 
market is that total sales for the 
first two months were ahead of those 
for the same period last year. With 
seasonal influences at work, manu- 
facturers believe March will bring 
the first quarter volume well above 
the 1938 level. 

While the volume during Febru- 
ary was not sufhcient to encourage 
speculative operations in futures, it 
did indicate that buyers were in ur- 
gent need of merchandise and were 
willing to go ahead. Fewer price 
movements were noted. This served 
to encourage both buyers and sellers. 
Even those chemicals and oils which 
have shown weakness right along 
fluctuated within a narrower range. 

Operations in some of the heavier 
industries have continued to lag. 
Suppliers about to enter the spring 
season, however, feel that business 
will improve. Inquiries for the 
account of cosmetic manufacturers 
are beginning to appear more fre- 
quently though purchases by this in- 
dustry have not been impressive. 


Peppermint Oil Firm 

While the action of peppermint 
oil was rather disappointing to some 
who had anticipated much higher 
prices, the market generally remained 
firm despite the fact that buying was 
largely routine in character. An en- 
couraging feature in connection with 
peppermint was the announcement 
of export figures by the Department 
of Commerce which showed that the 
movement abroad advanced last year 
to a level close to the record estab- 
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lished in 1936. While sales over the 
past month were light, western hold- 
ers of unsold stocks were very firm 
in their ideas. 


Geranium Oil Low 


The price of Bourbon geranium 
remains low. A little better demand 
developed over the past few weeks 
and, according to reports in the 
market, some trade factors would 
not be surprised to see a_ reversal 
in the trend. African oil has al- 
ready started to show 
strengthening and Bourbon oil may 
follow along. High test lavender oil 
has been moving into consuming 
channels in fair volume. Stocks in 
the hands of dealers are ample, but 
the general tone appears to be stead- 
ier. Because of increased costs, good 
grades of Brazilian bois de rose re- 
mained firm in price. A few offer- 
ings from France have been noted 
in this market at below quoted prices. 


signs of 


Citrus Oils Active 


With the heavy consuming season 
just ahead, inquiry for citrus oils is 
more active. In fact, suppliers of 
California lemon oil have already 
booked a good volume of orders for 
delivery over the summer months. 
Indications are that this year’s con- 
sumption of lemon oil will be even 
greater than it was last season. Con- 
sumers will find that current quota- 
tions on lime oil are considerably 
below those prevailing a year ago; 
and domestic orange continues to be 
available at record low levels—which 
should encourage greater use of 
these articles over the coming season. 


Aromatic Chemicals Decline 
Buying of aromatic chemicals on 
the part of the soap and toilet goods 
trade showed a moderate improve- 
ment. The trend continued down- 


ward. Fewer price movements were 
noted, however, and there is a gen- 
eral feeling that a number of articles 
have about reached the bottom on 
the downward movement. Among 
those chemicals registering declines 
were cinnamic alcohol, diethylphtha- 
late, and geranyl acetate. 


Soap Oils Strengthening 

The trend of soap oils was irreg- 
ular. Toward the close of February 
the market showed signs of strength- 
ening as the result of developments 
in cottonseed oil and lard futures. 
A bill (H.R. 4088) to extend the 
provisions of the commodity ex- 
change act which controls future 
trading in various agricultural prod- 
ucts to include fats and oils, among 
those being cottonseed oil, peanut 
oil, and lard, was introduced in Con- 
gress by Representative Stephen 
Pace of Georgia. An increase in the 
existing processing tax of three cents 
a pound on imported vegetable oils 
to five cents a pound was proposed 
by Senator Connally of Texas in an 
amendment to legislation now pend- 
ing in Congress. 

Fair quantities of refined glyc- 
erine were moving out to regular 
consumers. Unless some unforeseen 
developments occur in the crude 
market, current quotations on refined 
oil will continue for the next quarter. 


Vanilla Beans Advance 

Further advances were noted in 
all grades of vanilla beans. Import- 
ers point out that, based on replace- 
ment costs, spot prices are still too 
low. There is considerable talk of 
a $6 market in the near future. The 
crop of Bourbon beans has been get- 
ting smaller for the past few years 
largely because of soil conditions. 
The present crop of Bourbon beans, 
according to reports, is less than the 
United States imported in 1938. 
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INCREASED PROFITS 


Glyceryt in the ’39 line of 
Monostearate k KELTON * 


Made in U. S. PRIVATE BRAND COSMETICS 


Here’s a formula that never fails: 


A-1 quality + lowest possible price -+ newest pro- 
duction methods — satisfied customers — greater 
repeat-purchase PROFITS. 


We manufacture private brands only. We do not 
compete with any of our customers. 


KELTON’S 1939 line includes the most improved 
developments in: 


Flash: If you are interested in 


HAIR LACQUERS write for information 
about ELASTO-LAC, our new water- 
soluble resin, which is being used with 
remarkable success for this purpose. 


GLYCO 


PRODUCTS COMPANY, Inc. | Kelton Cosmetic Company 


148 LAFAYETTE ST. (Dept. 5) NEW YORK 
N 6 Have you seen the new Glyco Cosmetic 43 WEST 27TH STREET . NEW YORK, N. Y. 
and data on latest types of creams and lotions 
Send 25¢ to cover postage and handling for your Our Only Trademark 
— Is The Quality Of Our Service 


PRICES IN THE NEW YORK MARKET 


HUULEYENOAREENTADE EA HELE 


lipsticks mascaras 
rouges eye shadows 
face powder bath powder 


Preparations covered by Products Liability Insurance. 





Phone, write, or wire for samples today. 





HUNUUUYONYSATAET LAURA ANTUNES EAT ATAU HUUDTAAE UU EA TADS UVGOUNNLEUU ALLAN EULA EAA AEA TA 


eteitene on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS Coriander 14.50@ 18.00 Orris root, abs. (oz.) 35.00@ 50.00 
Almond Bit., per Ib. $2.00@ $2.35 Croton 1.35@ 1.45 Orris Liquid 18.00@ 25.00 
S. P. A. 2.10@ 2.45 Cubebs 2.55@ 2.85 Petitgrain . 10@ 1.10 
Sweet True . ee 60@ «75 Cumin 6.75@ 8.50 Pennyroyal Amer. 1.75@ 2.25 
Apricot Kernel 30@ 35 Dillseed 2.75@ 3.75 French 1.80@ 2.50 
Amber rectified 48@ 55 Erigeron 2.40@ 3.00 Peppermint, natural 2.25@ 2.35 
Amyris balsamifera 3.00@ 3.25 Eucalyptus 37@ ~~ «.45 redistilled 2.45@ 2.65 
Angelica root 42.00@ 65.00 Fennel, Sweet ; 1.10@ 1.25 Petitgrain .20@ 1.10 
Anise, U. S. P. ... . 10@ «78 Geranium, Rose, Algerian 2.65@ 3.00 French 2.25() 2.50 
Aspic (spike) Span. 1.45@ 1.50 Bourbon 2.35@ 2.85 Pimento : ... 2.25@ 5.00 
French 1.55@ Turkish 2.05@ 2.60 Pinus Sylvestris 1.95@ 2.20 
Bay 1.25@ 1.40 Ginger . 5.00@ 5.50 Pumillonis 1.85@ 2.05 
Bergamot 3.80@ 4.00 Guaiac (Wood) . 2.25@ 2.90 Rose, Bulgaria (oz.) 5.50@ 13.00 
Birch, sweet .. 1.55@ 2.65 Hemlock ; 20@ 1.10 Rosemary, French 58@ .70 
Birchtar, crude 18@ — .22 Juniper Berries 1.25@ 1.75 Spanish 55@ .70 
Birchtar, rectified ‘70@ .85 Juniper Wood 50@ .60 Sage 1.50@ 1.65 
Bois de Rose 155@ 2.00 Laurel 6.50@ 8.00 Sage, Clary 25.00@ 30.00 
Cade, U. S. P. 41@~ «45 Lavender, French 2.35@ 4.75 Sandalwood, East India 5.00@ 4.00 
Cajeput M4@ «55 Lemon, Italian . 2.95@ 3.45 Australia 5.25@ 46.00 
Calamus 4.25@ 6.00 Calif. 2.50@ Sassafras, natural 5@ 1.30 
Camphor "white" .28@ 32 Lemongrass 33@ .50 artificial 35@ = .39 
Cananga, Java native 1.30@ 1.50 Limes, distilled wag 3.10@ 3.50 Snake root 9.50@ 11.00 
rectified 1.65@ 2.00 ; expressed 7.00@ 8.00 Spearmint 1.75@ 2.00 
Cuenay 180@ 1.95 _ [inaloe amb rae "GAne” $@ 135 
c ovage .00@ . ite ‘ ° 
psec naan a gr ay ‘ae 25.50 Marjoram 5.25@ 8.02 Valerian 8.00(@) 10.00 
Ceder leof '58@ «75 Neroli, Bigarde, P. 115.00@ 130.00 Vetivert, Bourbon 4.75@) 7.00 
Cedar weed 17@ 20 Petale, extra 149.00@ 155.00 SO ee , 3.10@ 8.50 
Celery 8.00@ 12.00 Olibanum 5.00@ 5.25 Wintergreen 3.35@ 8.00 
Chamomile (oz.) 550@ 8.09 Opopanax | 10.00@ 12.00 Wormseed 2.25@ 3.00 
Cinnamon 8.00@ 17.00 Orange, bitter : 1.85@ 2.35 Ylang Ylang, Manila 18.00@ 24.00 
Citronella, Ceylon 3@ 38 sweet, W. Indian 1.75@ 2.25 Bourbon 2.50@ 5.75 
j ' y . . Italian 2.40@ 3.25 
ava 30@ = 35 Spanish 2.60@ 3.10 TERPENELESS OILS 
Cloves, Zanzibar 1.00@ 1.07 Calif. exp. 68@ .70 Bay 3.10@ 4.00 
Copaiba 55@ .60 Orris root, con. (oz.) 5.00@ 5.50 [Continued on page 80] 
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[Continued from page 79] 


Bergamot 
Clove 
Coriander 
Geranium 
Grapefruit 
Sesquiter peneless 
Lavender 
Lemon 
Lime, ex. 
Orange, 
bitter 
Petitgrain 
Rosemary 
Sage, Clary 
Vetivert, Java 


Ylang Ylang 


sweet 


9.00@ 14.00 
3.25@ 5.00 
40.00@ 

8.00@ 12.50 
50.00@ 64.00 
85.00@ 

7.50@ 11.50 
14.50@ 21.00 
44.00@ 64.00 
98.00@1 10.00 
90.00@1 15.00 
2.50@ 3.50 
2.50@ 4.00 
90.00@ 

35.00@ 

28.00@ 35.00 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 
Acetophenone 
Alcohol C 8 

C9 

C 10 

C il 

C 12 
Aldehyde C 8 

C9 

Cc 10 

C il 

Cc 12 

C 14 (so-called) 

C 16 (so-called) 
Amyl Acetate 
Amyl Butyrate 
Amyl Cinnamate 
Amyl Cinnamate Aldehyde 
Amyl Formate 
Amyl Phenyl Acetate 
Amyl Salicylate 
Amyl Valerate 
Anethol 
Anisic Aldehyde 
Benzophenone 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl lso-eugenol 
Benzylidenacetone 
Borneol 
Bornyl Acetate 
Bromstyrol 
Butyl Acetate 
Butyl Propionate 
Butyricaldehyde 
Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citronellyl Acetate 
Coumarin 
Cuminic Aldehyde 
Diethylphthalate 
Dimethyl Anthranilate 
Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 


Ethyl Vanillin 
Eucalyptol 
Eugenol 
Geraniol, dom. 


Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 
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2.00@ 

1.35@ 2.00 
16.00@ 20.00 
25.00@ 40.00 
20.00@ 28.00 
17.50@ 22.00 
8.00@ 18.00 
25.00@ 30.00 
40.00@ 65.00 
38.00@ 55.09 
27.00@ 40.00 
24.00@ 32.09 
13.00@ 

13.00@ 

.715@ 1.00 
105@ 1.25 
4.50@ 5.80 
2.00@ 3.50 
1.60@ 1.90 
3.00@ 5.55 
55@ 75 
2.40 
1.10@ 1.45 
3.20 
90@ 1.30 
50@ 1.05 
.70@ 1.00 
97@ 1.80 
6.00 
4.75@ 7.00 
j 3.60 
11.00@ 13.00 
2.00@ 3.50 
2.00 
4.50 
4.25 


4.50 


Heliotropin, dom. 
foreign 
Hydratopic Aldehyde 
Hydroxycitronellal 
Indol, C. P. (0z.) 
Iso-borncol 
lso-butyl Acetate 
lso-butyl Benzoate 
lso-butyl Salicylate 
lso-eugenol 
|so-safrol 
Linalool 
Linalyl Acetate 90% 
Linalyl Anthranilate 
Linalyl Benzoate 
Linalyl Formate 
Menthol, Japan 
Synthetic 
Methyl Acetophenone 
Methyl Anthranilate 
Methyl Benzoate 
Methyl Cinnamate 
Methyl Eugenol 
Methyl Heptenone 
Methyl Heptine Carbonate 
Methyl Iso-eugenol 
Methyl Octine Carbonate 
Methyl Paracresol 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette 
Ketone 
Xylene 
Nerolin (ethyl estor) 
Nonyl Acetate 
Octyl Acetate 
Paracresol Acetate 
Paracresol Methyl Ether 
Paracresol Phenyl-acetate 
Phenylacetaldehyde 50 de 
100% 
Phenylacetic acid 
Phenylethyl Acetate 
Phenylethyl Alcohol 
Phenylethyl Anthranilate 
Phenylethyl Butyrate 
Phenylethyl Propionate 
Phenyl Formate 
Phenyl Valerianate 
Phenylpropyl Acet. 
Phenylpropyl Alcohol 
Fhenylpropyl Aldehyde 
Rhodinol 
Safrol 
Santalyl Acetate 
Skatol C. P. (oz.) 
Styralyl Acetate 
Styralyl Alcohol 
Terpinyl Acetate 


Terpineol, C. P. 

Thymene 

Thymol 

Vanillin (clove oil) 
(guaiacol) 


Pure, crystal 
Vetivert Acetate 
Violet Ketone Alpha 
Beta 
Methyl 
Yara Yara (methyl ester) 


BEANS 


Tonka Beans, Surinam 
Angostura 

Van'lla Beans 
Mexican, whole 
Mexican, cut 
Bourbon, whole 
South American 





2.00@ 
2.35@ 


2.80 
2.50 


25.00@ 27.50 


2.00@ 
1.90@ 
2.30@ 
2.00@ 
2.70@ 
2.75@ 
3.25@ 
2.00@ 
2.35 
2.25 
15.00@ 
10.50@ 
9.00@ 


4.00@ 
2.00@ 
2.95@) 
2.30@ 
16.00@ 
8.25@ 
7.00@ 
12.50@ 
16.00@ 
8.00@ 
4.50@ 
5.50@ 
6.00@ 
52@ 
22.00@ 
5.25@ 
8.50@ 
15.00@ 
.80@ 
.26@ 
45@ 
1.45@ 
2.20@ 
2.10@ 
2.10@ 
25.00@ 
5.00@ 
5.50@ 
5.25@ 
1.50@ 


1.15@ 
2.40@ 


5.20@ 
5.00 
5.15 


4.85@ 


SUNDRIES AND DRUGS 


Acetone 

Almond meal 

Ambergris, ounce 

Balsam, Copaiba 
Peru 

Beeswax, white 
yellow 


044@ 
.25@ 
20.00@ 
.25@ 
.66@ 
38@ 
'20@ 





6.00 
4.25 


2.65 
3.10 
5.50 
3.60 


4.75 
3.50 


12.00 
3.15 
3.00 
2.00 
3.25 
1.75 
3.10 
6.75 
4.50 
28.00 
11.50 
32.00 
5.25 
2.75 


3.65 
3.80 
1.25 
1.80 


» 48.00 


40.00 


3.50 
8.50 
4.00 
7.25 
3.75 
5.60 
3.10 


12.00 
7.75 
18.00 


11.00 
8.35 
10.50 
10.00 
58 
22.50 
8.50 
13.00 
20.00 
1.25 
36 


1.60 
2.35 
2.25 
2.25 
35.00 
10.00 
8.00 
8.00 
1.75 


1.30 
2.65 


5.75 
5.10 
5.50 
5.10 


.06!/, 
aa 
22.00 
.28 
73 

41 
22 


Bismuth sub-nitrate 1.33@ 1.35 
Borax, crystals, carlot, ton.. 48.00@ 58.00 
Boric Acid, ton 125.00@140.00 
Calamine 16@ = .20 
Calcium, phosphate 08@ .08% 
Phosphate, tri-basic 10@ = .12 
Camphor recmteren 49@ «56 
Castoreum 15.00@ 20.00 
Cetyl Alcohol 75@ 1.50 
I as Sonne cen ath ot 1.90@ 2.15 
Chalk, precip. .03'@ .06!/2 
Cherry laurel water, din. 4.75@ 5.25 
Citric Acid .22@ .22'/2 
Civet ounce 5.00@ 6.50 
Clay, Colloidal 07@ ~~. 15 
Cocoa butter lump A5@ ~~ .25 
Cyclohexanol (Hexalin) . 320@ 
Fullers' Earth, ton ..... 15,00@ 33.00 
Glycerine, C. P. drms....... .12/2@ .15%4 
Gum Arabic, white .23@ ~=-.25 
Amber 07,@ «II 
Gum Benzoin, Siam 1.00@ 1.25 
Sumatra 18@ = .22 
Gum galbanum .20@ 1.05 
Gum myrrh 4B@ «50 
Henna powd. .... AI@ «14 
Kaolin .03@ = .05 
Labdanum 3.25@ 5.00 
Lanolin, hydrous 17@ 20 
anhydrous 20@ = .24 
Magnesium, Carbonate .0634@ .07'/2 
Stearate 19@ ~~ .25 
Musk, ounce 19.50@ 28.00 
Olibanum, tears 16@ = .28 
siftings 07@ = «09 
Orange flower water, gal. 1.50@ 
Orris root, powd. H1@ ~~ «16 
Paraffin 03%4@  .05 
Petrolatum, white .06'4@ .08'/, 
Quince seed 70@ «90 
Rice starch 08@ .09!/, 
Rose leaves, red . 2.15@ 2.25 
Rose water, djn. 4.75@ 5.00 
Rosin, M. bbls. 7.05@ 
Salicylic acid 35@ «40 
Saponin 1.70@ 1.75 
Soap, neutral white 19@ = .23 
Sodium, Carb. 
58% light, 100 pounds 1.35@ 2.35 
Hydroxide, 76% solid, 100 
pounds 2.60@ 3.75 
Silicate, 40°, drums, works, 100 
pounds 80@ 1.20 
Spermaceti 22@ ~~ «25 
Styrax 48@ 2.00 


Tartaric acid 


.27%4@ .28%4 


Titanium oxide 17%4,@ ~ .20 
Tragacanth, No. | 2.25@ 2.75 
Triethanolamine 34@ 42 
Violet flowers 1.05@ 1.15 
Zine oxide, U. S. P. bbls. 09,@ «15 
Peroxide 1.10@ 1.75 
Stearate 21@ «28 
OILS AND FATS 

Tallow, N. Y. C. extra .05'4@ 
Grease, white 05'/,@ .05% 
Lard 07%4@ 09/4 
Cocoanut Oil, tanks .07'4@ 
Corn Oil, distilled, bbls. .083%,@ .09 
Red Oil, distilled, tanks .06'/2@ .07'/2 

White drums N0%@ 11%, 
Stearic acid 

Triple pressed A3Y4@ .14% 

Saponified A2L@ .14'2 
Castor No. |, tanks .09@ 
Cocoanut, Manila Grade, 

tanks .03/4@ 
Gorn, crude, Midwest mill, 

tanks 06@ .06!/ 
Cotton, crude, Southeast, 

tanks .06@ .06'/, 
Lard, common No. | bbls... .083%4@ 
Palm, Niger, casks 035%,@ .03% 
Palm, kernel, bulk, ship .0340 Nom'l 
Peanut, Refined, barrels. . 09@ .09!/, 
Tallow, acidless, barrels .08',@ 
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M-W- PARSONS 


IMPORTS 


AND 
PLYMOUTH ORGANIC LABORATORIES: INC: 





TELEPHONE BEEKMAN 3-3156-3162 
Caste ApprREsS PARSONOILS. NEw YORK 


935 ANN STREET 
NEW YORK.N.Y.U.S-A- 


PLYMOUTH WAXES FOR CREAMS 


PLYMOUTH Genuine Spermaceti U.S.P. 


This Spermaceti should not be confused with in- 
ferior hydrogenated sperm oils which are some- 
times offered as Spermaceti. The Plymouth 
Brand is the finest which can be produced and 
is produced from Genuine Sperm Oil by the cold 
pressing methoa. It is a very white crystalline 
wax containing no free oil, has a very low lodine 
number and is free of any offensive odors. 


PLYMOUTH Imported Ozokerites 


We regularly import two grades. One is the 
highest quality obtainable, 78-80° C. melting 
point and the other grade lower in price and of 
lower melting point, 68-70° C. Both are guar- 
onteed 100% Pure Bleached Ozokerites. 


line of 


A complete 





Courtesu The Personality Shop 


YOUR Packages will... 


STAND OUT 
if marked by the 


PLASTICGRAPH PROCESS 


We are specialists in the printing of 
Glass Jars — Bottles; all types of 
Plastic Containers and Novelties: 
Metal Lipstick and Rouge Cases. 


We have specially designed equipment for 
GLASS FROSTING 


The PLASTICGRAPH Co. 


Telephone: CHelsea 2-0255 
120 West 20th S‘reet New York, N. Y. 


March, 1939 


Cosmetic 





PLYMOUTH Sun-bleached White Beeswax U.S.P. 


This is guaranteed to be a 100% Pure Beeswax 
and sun-bieached. It is refined by the centrif- 
ugal method which removes a!l and every trace 
of foreign matter. We will gladly send samples. 


PLYMOUTH White Cirine Wax 


A special grade of White Ceresin Wax pre- 
pared for the cosmetic trade. Absolutely white 
and odorless. It has a melting point correspond- 
ing to that of Beeswax so that in using it in con- 
nection with Beeswax in cream any ''lumpiness’’ 
is avoided. Its use will also produce a very glossy 
cream. 


PLYMOUTH Paraffin Waxes 


We offer all grades of the U.S.P. fully-refined 
Paraffin Waxes. 


Raw Materials 








THE LINK 
between SCIENCE and BUSINESS 


Since 1880, the United States Testing 
Company has been a source of knowl- 
edge for business. With the aid of ex- 
tensive scientific equipment, we have 
probed the secrets of every branch of 
manufacturing . . . we know the "inside 
story" of practically every type of 
product. The United States Testing 
Company has built up a tremendous 
national organization on the basis of 
“knowing MORE through science”. 


UNITED STATES TESTING COMPANY, Inc. 


One of America’s Great Laboratories 
HOBOKEN NEW JERSEY 


Philadelphia, Pa. Greensboro, N.C. Woonsocket, R. 1. Chicago, Ill. New York, N.Y. 





























GET FULL DETAILS AT ONCE 
ON THE NEW 


No. 7 Motor Driven NLS 
ROTARY TABLET MACHINE a 


single punch, 700 tablets per minute 






























The zest of sun-drenched groves 


TANGERINE BLOSSOM 


Kasten ces» fll , A persuasive NEW fragrance 






Lowsem Kou ail 
Re ssveRe Axqertenr 4 


May also be obtained in a Cologne form 


GUY M. VERLEY & CO. 


2704 PRATT BLVD. CHICAGO, ILL. 


Se 


triple punch, 2100 tablets per minute 
The Rotary Table carries a set of 25 Punches 
and Dies. Operating at maximum speed with 
single punches, you can produce 700 tablets 
per minute. When arranged for triple 
punches and dies and operating at maximum 
speed, you can produce 2100 tablets per 
minute. All triple punches and dies are in 
straight line following each other, insuring 
uniform feed in all die openings. 7/16” is 
maximum diameter recommended for triple 
operation. 









MAELO SIRS | 


GET OUR FREE 


ba REFERENCE 
These construction features: ee BOOK and 


(1) New design shoe gives diagonal crisscross feed as well at MAILING 
as straight line—insures full dies, prevents granulation en nee LIST CATALOG 
from separating. 

(2) Special feed arrangement draws material into dies—all 
dies over-filled excess being pushed out before com- 
pression, important in compressing many materials. 

(3) Rotary Table rests on ball thrust bearings (constantly 


bathed in oil). Gives counts and prices on enemtequananieed 
(4) Motor Drive with Reeves Variable Speed Pulleys— nee 2 ee Se 
built into base of machine, housed away from all dust. anufacturers by classification and state. Also 
(5) Pressure adjustment on upper punches permits location hundreds of selections of individuals such as 


professional men, auto owners, income lists, etc. 


Write today for your copy 
(6) Power Drive-Combination Worm and Gear. 


(7) Hopper arranged with gate to regulate flow to feed ie = POLK&CO. 


shoe for different size tablets and different materials. Polk Bidg.— Detroit, Mich. 


Get full details at once—write today! ssh etd 
World's Largest City Directory Publishers 


ARTHUR COLTON Co. mgt mtg: come my ek me 
2606 JEFFERSON AVENUE EAST 
DETROIT, MICHIGAN 


Headquarters for a complete line of Pharma- 
ceutical Machinery. We solicit your inquiries 


of several positions in compression in upper part of dies 
—prevents excessive capping—dies may be _ reversed, 
increases their life. 
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iT iS SO EASY Our Specialty 


TO GET HIGHEST QUALITY 
Cmireues Gres 
oO f L @) b 8B E Ww G A M Oo T From our Factory in Palermo, Italy—New Crop Oils 


PURE HAND PRESSED LEMON 
age. The Law requires that all Berga- PURE HAND PRESSED ORANGE 

mot production in Italy be deposited PURE HAND PRESSED MANDARIN 
in its warehouse . . . and the coppers SPECIAL MACHINE LEMON 


BERGAMOT OIL 












Simply ask to see the original pack- 







and cases clearly marked for easy 





identification. This is for your pro- 








tection and is your guarantee of the ORIGINAL CONSORZIO PACKAGE 
real product—a product that has been SWEET ALMOND OIL ITALIAN “SCACCIANOCE” 
untampered with. BRAND.” Unquestionably the finest oil obtainable. 






Convince Yourself—Obtain Samples 





We export through old established 
firms. We also have our own com- 


mercial office which ships Oil of 
Bergamot, in any quantity, to pur- 
chasers throughout the world. Your ITRUS and LLIED 


inquiries Invited. 
ESSENTIAL OILS CO. 
CONSORZIO PROVINCIALE AGRUMICULTURA |] so ateh street, New York, N. ¥. 


SEZIONE BERGAMOTTO Official Stock Distributor for Consorzio Provinciale 


Ayrumicultura Sesione Bergamotto Reggio Calabria, 
REGGIO CALABRIA, ITALY Italy 































Stick To 
LACQUERS, INC. 


FINGER NAIL ENAMELS 


The Kind That Stick To The Nail 


* NEW! 


Perfect adhesion, perfect flow. A 
high solid content, high grade solvents. 
with viscosity standardized to meet cli- 
matic changes—those are only three of 


yw # 
a score of reasons why Lacquers enam- L ILA (; a4 7§ 


els look well, give days of extra wear. 


an all-purpose 


Order today from a big assortment of 9 0 
the shades that will sell this Spring. only 5 per Ib. 
e eas 4 s 
Creme ®@ Clear Colorless Transparent Colored . . . it is an ideal lilac for creams, 
Write for information — there's | powders, talc, perfumes, etc. 
money in packaging Nail Enamels a 


*Complete selection of popular odors in stock. 


LACQUERS, INC. Special types created for individual needs. 


ENGLEWOOD, NJ.) Sree 
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FAITHFUL, SERVLCE 


WECME ee f 


METAL - EMBOSSED 
ENGRAVED 
DIE STAMPING FOR BOXMAKERS 





CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 


THE AMERICAN PERFUMER, 9 East 38th St., New York 


MISC ELLANEOUS 

AGENTS REQUIRED—London Essence House requires well intro- 
duced Agents for sale of their pro date throughout U.S.A. Special- 
ties manufactured include True Fruit Extracts, Imitation Flavors, 
for Bottlers, Confectioners, &c., many Terpeneless Essential Oils, 
also full range of Compounds and Perfume Bases for perfumery 
and cosmetic trade. Would entertain one Agent if organisation 
covers whole country, otherwise preference for separate Agents for 
selected territories. Those interested please write in first instance 
to Box 999. The Perfumery & Essential Oil Record, 8 Serle Street, 
London, W.C.2., England. 


ALL ABOUT COSMETICS. Just off press. 1939 Book Sensation. 
Complete with beauty preparations and formulas. State Depart- 
ments of Education approved. Details, Cosmeticians Research Labo- 
ratories, Wellington, Conn. 


Important French House looks for representation of an American 
Firm for beauty specialties. Address Box 2318, The American 
Perfumer. 


SITUATION WANTED 


Salesman, 29, laboratory experience in production of cosmetics and 
perfumes with leading firms, seeks connection with aor ar of cos 
metic industry or private label manufacturer. Address Box 2319, 
The American Perfumer. 


Look at your package! 








Does it attract attention? 


Does it show outside how good your product is 
inside? 


Does it win sales by influencing customers? 
Does it have vitality? 


If the answer is NO, get in touch with us now... 
before the new law goes into effect. 


No charge for consultation. 


P. M. BROWN 


Designer of Distinctive, Quality-implying, Sales Producing 
Containers. 


395 Clinten Ave., Brooklyn, N.Y. MAin 2-4762 


84 
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STO HN/HORS a 
VLA Mbbecal 


JOHN HORN Labels 837-839 TENTH AVE. 
’ y NEW YORK CITY, N.Y, 

(Sample booklet of labels sent to RESPONSIBLE MANUFACTURERS) 

Name 

Address eee ; iekhndeawerdses 

City ee set autora mee 












Perm OVER FIFTY YEARS 





ARE YOU SNOWED IN 


by the high cost of operating with obso- 
lete equipment? 

Let Consolidated’s low priced equip- 
ment clear the path to profits. 


PACKAGING Pe ag nage seale, — feeders, top sealers, bottom 
ealers, 2-stage weigher, wax lin 
LABELERS—seni. ae World, Ermo . National, motor driven. 
atic, Worl Rotary, World Straightaway, 0. & J. 
“‘MeDonald weeks, motor driven. 
FILLING MACHINES—liquid Portable, Vacuum, Rotary Vacuum, Syphon. 
FILLING MACHINES—paste—Kar! Kiefer. Visco, Elgin 2-spout, Wire pis- 
ton type, Colton hand tube and jar. 
FILLING CASESE Cente oee auger, = kes 15-A, Stokes 15-C, Stokes 
d Smith, Pneumatic scale 12-5 
GLASS Line TANKS—open and closed, ° ae to 500 gallons. 
SIFTERS AND MIXERS—Dry powder—50 Ibs. to 4000 Ibs. 
MISCELLANEOUS—Large a of: Glass Lined Storage Tanks. Pulve 
izers, Pill Mass Mixers, Coll Mills, Coating Pans, Portable Agitators, 
Boilers, Grinders, Screens, Stilts: Drug Mills, Sitters. Filter Presses, Tanks, 
Pumps, Kettles, Ointment Mills, Filters, etc. SEND FOR COMPLETE 


BULLETIN. 
SPECIAL 
10—PFAUDLER 2600 gals. glass lined TANKS 
7’6” diameter, 7'6” on the straight side—Priced for 
immediate action! 


What have you for sale? Send us a list. 


We Buy and Sell from a Single Item to a Complete Plant. 


Consolidated Products Company, inc 
14-15 Park Row re} New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J 
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amyl butyrate amyl valerate 
ethyl butyrate ethyl valerate 
butyric acid iso-valeric acid 
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You wiil find these NORTHWESTERN products 
especially desirable both as to odor and taste 








| 
| THE NORTHWESTERN CHEMICAL COMPANY 

| WAUWATOSA, WISCONSIN | 
eSMIMDARD S¥NTHETICS 





presen a 
ONSOLIDATED 
FRENCH LAVENDER FLOWERS 


Established 1858 FRUIT JAR CO. eee ITALIAN OIL OF LEMON 


ITALIAN OIL OF BERGAMOT 
NEW BRUNSWICK, NEW JERSEY ENGLISH COUMARIN CRYSTALS 





COLLAPSIBLE TUBES » SHEET METAL GOODS 
CORK TOPS . SPRINKLER TOPS . DOSE CAPS 


. four fine products from our ex- 
tensive line of imported perfume 


YOU YOU SHOULD HAVE A COPY OF Bee WKS materials, now siocked here for im- 


mediate deliveries and provable 





NRE gE 





economies. 


Wri 

By Charles Wesley Dunn of the New York i. ins Atte ees 

Bar. Over 1,000 pages $6.10 postpaid! - Latest price list sent on request. 
Also, be sure to submit your 

Fixative ROSACRETE with problems for our technical col- 

Contains a complete legislative record of the act, Otto of Rose Character laboration. Samples cheerfully 

with comprehensive index. An authoritative basis for submitted to responsible parties. 


Federal Food, Drug and Cosmetic Act Terpenctens and 
Sesqui-Terpeneiess Oils 


oe 


a correct understanding of how the act originated 
and evolved; and of what Congress intended its re- 


quirements to mean and its prohibitions to accom- STANDARD Taha ad 
plish. An essential book for all manufacturers sub- - 


ject to the act and to all lawyers, chemists and others 


| who advise on it... . Order from ROBBINS PUBLICA- 
TIONS BOOK SERVICE, 9 E. 38th St., New York, N. Y. 39 West 32nd. Street, New York, N. Y. 
85 
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INDEX TO ADVERTISERS 


Allen & Sons, Ltd., Stafford 

American Perfumers’ Laborato- 
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Art Tube Co., Inc. 

Atlantic Refining Co. 


Bagaroff Freres 

Bagaroff, Velizar 

Baker & Bro., H. J. 

Batzouroff & Co. 

Brass Goods Mfg. Co. 

Bridgeport Metal Goods Mfg. 
Co., The 

Brown, P. M. 

Bush & Co.. Inc., W. J. 

California Fruit Growers Ex- 
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Charabot & Co 
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Inc. 
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Consolidated Products Co., Inc. 

Consorzia Provinciale Agrumi- 
cultura 


De Laire, Fabriques 
De Pasquale, S. and G. 


8 


12 


Inside Back Cover 


83 
84 
69 
82 
85 


4 
83 


5 


Inside Front Cover 


Dodge & Olcott Co. 
Dreyer Inc., P. R. 
Drury & Co., A. C. 


Du Pont de Nemours and Com- 


pany 
Duval, Compagnie 


Ertel Engineering Corp. 


Felton Chem. Co., Ine. 
lirmenich & Co.. Inc. 
Fischbeck Co., Inc., Chas. 


Florasynth Laboratories, Inc. 


5 
83 
69 
63 
75 
75 
61 
24. 


lritzsche Bros., Inc. 
Insert Between 8-9 


General Drug Co. 
Givaudan-Delawanna Inc. 

Insert Between 56—5 
Glass Products Co. 
Glyco Products Co. 
Goldschmidt Corp., The 


Harkness & Cowing Co. 

Heine & Co. 
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Can- 
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Mero, J. and Boyveau 
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Sherwood Petroleum Company, 
Inc. 

Sierra Talc Co. 
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Standard Synthetics Co. 
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Thurston & Braidich 
Tombarel Fréres 

Tombarel Products Corp. 
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and Inside Back Cover 
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OUTSTANDING EXCELLENCE 


.. « That accounts for the popularity of 
Interstate Colors. 


No matter what your color requirements 


are, consult us. 


Our expert advice will 


prove of great value to you. 


CHLOROPHYLL e SAPONINE 


INTERSTATE COLOR CO.» 


3 


BEEKMAN 


STREET, 


NEW YORK 
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- « « « Am Eye to 
Economy in Water 
Soluble Bouquet Odors 





ROSESOL M M & R—makes a Rosewater 


lower in cost and superior in every way to 
Rosewater U.S.P. quadruple strength. 


This product is one of the 






ORANGESOL MM & R — produces, at a 
noticeable saving, the highest grade of Orange 
Flower Water. The resulting odor closely ap- 
proximating Orange Flower U.S.P. quadruple 
strength. 


most satisfactory emulsifiers 


BLUEBELLOL M M & R—used in the eco- 
nomical ratio indicated below it produces a 
fragrant lilac water of splendid character. 


ADVANTAGES 


—More econom- 
ical but result- 
ing product is 
superior. Dis- 
solve clearly, 
without filtra- 
tion. Not sub- 
ject to freezing 
or  bacteriologi- 
cal spoilage. 
All three are 
used 1 oz. to a 
gallon of dis- 
tilled water. 
Samples avail- 
able on request. 


on the market. 





It is extremely simple to han- 
dle and will give a cream 


with a pH number below 7. 
MAGNUS, MABEE & REYNARD, iwc. 


Y ESSEmMTIAL OLS ieee AROMATIC CHEMICALS, ETC Simce 1e9s 
16 DESBROSSES ST. NEW YORK, N. ¥. 
SE 


If this product is of any inter- 


REPEAT SALES = 


FOR YOUR OWN PRODUCT 
if produced by 
SOLO LABORATORIES 


est to you we will be glad to 


~—=“ooo°owo <= 


submit an adequate sample 


() All purpose cream [1] Cream Rouge 

(-] Beauty Mask [-] Mosquito Cream 

["] Deodorant [-] Eye Shadow | and formula for its use. 
[] Cleansing Cream _[[] Perfumes 

[-] Acne Treatment (_] Shampoo 

[-] Cold Cream [_] Lotions 

[] Rouge Compact —_[] Face Powder 


ue Eien Toon |] ARTHUR A. STILWELL & C0... inc. 


Check the above list and send it to the 


Solo Laboratories for prices and samples Importers - Exporters - Manufacturers 

without obligation. A modern laboratory 

and expert technicians assure you of a 601 W. 26th St., NEW YORK 

product that will get repeat sales. 350 N. Clark St., CHICAGO 
+ 


We carry Products Liability Insurance 


“An Unimpaired Record 
Since 1878” 


* 
Solo Laboratories produce 
every type of quality cosmetic, 
Packaged or in bulk. 


SOLO LABORATORIES, INC. 
3450 W. Lake Street Chicago, Illinois 
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AS DEPENDABLE AS 


THE RISING SUN LET US SOLVE] 
YOUR PROBLEM = 
| ANILINE COLORS 


wl H GE Both Selts Telet Preparation Com: 


Seer pounds. Nail Polish, Waveset and 
Permanent Wave Lotions. 


COSMETIC COLORS 


For Rouges, Face Powder, Lipsticks. 


| MODERN | ne 
| EMULSIFIERS | SAPONINE 


—the Perfect Foam Producer 


ALSO 
CERTIFIED FOOD COLORS 


Eastern Representatives: Wm. J. Stange Co., Chicago, Ill. 


LEEBEN CHEMICAL CO., Inc. 
Successors to H. LIEBER & CO., Inc. 
389 Washington St., New York, Tel.: WAlker 5-0210-021 1 


ee Ee, 
SEU for 


a TEGIN for Greasless Creams lan 
s PROTEGIN for Oily Creams 


as TEGACID for Deodorant Creams 


— 


Use them for thoroughly modern creams ¢ HE recognized standard of qual- 
in formulae, in sales-appeal. You'll find ity in the cosmetic industry is, and 3 
. 4 
you can always depend on them for uni- always has been, ITALIAN TALC. horas 
form and high quality results. 
Users of talc throughout the world know that the 
natural rockstone found in Italy produces a super- 


Th. ip OLDSCHMID ‘h Co ao fine product. Besides having an unusual silky tex- 


ture, it has all the features that are most desired. 


is3 WAVERLY PLACE © NEW YORK There is 70 substitute for ITALIAN TALC. 


— CHARLES MATHIEU 
oe 8): ee rer rer 1432 MARIETTA STREET, N. W. 
'ia't® @& 8 Ce BA TF EB OD 


BOSTON vs eeesseess+-80 BOYLSTON STREET 
CHICAGO. seeeeecaeeeeee+325 WEST HURON STREET Exclusive representatives of the Italian Producers 
STREET 


BE. CAPS 06 ccvcisscscviicscvesssvcscecsd® DION BOULEVARD 120 LIBERTY ST.,NEW YORK, N.Y. 


TORONTO... 2 BAY STREET 


88 The American Perfumer 
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SPECIALISTS URE 


JASMIN, NEBROLI, 
ROSE, TUBEROSE, 
FLEURS D ORANGE, 
CARNATION, LAVENDER. 


N this series of messages to the American trade we and volatile oils. From 1817 to 1939, over three gen- 
have one purpose in view. We wish to bring home erations successfully weathering all difficulties, and 
to you the full story of Charabot & Co. To give youa now operating at the very peak of modern ef- 
partial idea of the vastness of our line of products. ficiency. Please consult our exclusive American repre- 
To cause you to realize the importance of one of the sentatives, Ungerer & Co., regarding any Charabot 


great French producers of both natural floral products product. 


UNGERER and COMPANY 
13-15 WEST 20th STREET NEW YORK 
PHILADELPHIA BOSTON ST. LOUIS CHICAGO LOS ANGELES SAN FRANCISCO TORONTO 














AUTOCHROME 
CAPS 


UNQUESTIONABLY THE FINEST CAP 
AUTOMATIC EQUIPMENT EVER PRODUCED 


AND ADVANCED METHODS 
OF MANUFACTURE 


PROMPT DELIVERY | 


BOSTON, MASS. . 


KEP-ARK EXCLUSIVE CANADIAN REPRESENTATIVES — COLLAPSIBLE TUBES AND CONTAINERS, LTD., TORONTO, CAN. 





